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the paper that cheers imagineers 


and gives a deep glow of ©... 
satisfaction to budgeteers | 
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TEXT AND COVER 


We're ijmagineers, too, who dared to visualize 
papers of sterling quality at copper penny 
prices. You'll find the exciting results in 
fine Eagle-A Quality Text and Cover Weight; 
papers with eye-catching “vitality” for out- 
standing brochures, catalogs and advertising 
materials, by offset or letterpress. (Envelopes: 
to match are available from Kent Paper Co.) 

In Eagle-A Quality Text the selection in- 
cludes Brite White, Arctic White and six fine 
colors in both wove and laid finishes. Cover 
Weight is available in wove and laid, and 
matching colors. 


naes| EAGLE-A | 
(\| PAPERS 


Fay for more creative For a special portfolio of original design “Thought Starters”, write Dept. P. 
PAPERS " - AMERICAN WRITING PAPER CORPORATION, HOLYOKE, MASS. 
communications Makers of the famous EAGLE-A COUPON BOND, 100% Cotton Fiber—Extra No. 1 Grade 
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typography is a craft 


*an art, trade, or occupation requiring special skill, 
especially manual skill —The American College Dictionary 





typographers, inc. 
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CHICAGO: 22 EAST ILLINOIS STREET LOS ANGELES: 960 WEST 12TH STREET 
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Throw away your old ideas about printing papers. 


The old idea that only a heavy paper is bright _ beautiful printing results in halftone or line, black 
and opaque enough for fine printing is now out- and white, and color. It can cut your postage in 
moded. Olin has developed a new concept in __ half, and reduce the bulk and weight of your print- 
papers, called Waylite. It’s a lightweight stock as ed material. Ask your Olin fine paper merchant 
Opaque as many papers twice its weight, with ex- about Waylite or write to us. Once you’ve seen it, 
treme whiteness and great strength. Waylite gives you'll discard your old ideas about printing paper. 
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Editorial Associate: Mary McKenney 
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see page 22 
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Robert Cadel 
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PRINT is published bi-monthly, six issues 
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March/Avril 1961, issue Publication 
and editorial office, 535 Fifth Avenue, 
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Cover: Standard’s Blue Ridge Cover 
Text: Mead’s Black and White, Cantine’s 
Esopus Tint, Standard’s Permalife 

Type Faces, Heads: bodoni bold, antique 
Body and captions: devinne, devinne italic 
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THEME: A REPORT ON EUROPEAN DESIGN 


TRENDS IN EUROPEAN DESIGN 


by Professor Dr. G. W. Ovinkl. 


OLIVETTI: A DESIGNER’S VIEW 


hy Giovanni Pintori 


HERMAN ZAPF 


Type Designer and caligrapher 


W. M. de MAJO 


A designer's portfolio 


EUROPEAN AND AMERICAN DESIGNERS 


A comparison of their approach to the same problem, 


WHAT IS THE SINGLE BIGGEST PROBLEM 
IN THE EUROPEAN DESIGN FIELD TODAY? 
European designers and design editors point up existing 


problems in European design. 


PAPER MERCHANT DIRECTORY FOR 
SPECIFIERS, PART II 
Paper Mill Directory of Sales Offices 


FEATURES 


People in PRINT 
Top Drawer 

The Design Studio 
Letterhead Design 
Materials & Methods 
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People wl , inc 


Our sincere thanks to those who have contributed both editorially and artistically to this issue. 


Marilyn Hoffner and Al Greenberg, 
co-art directors for this issue, 

are members of the 

New York Art Directors Club; 

were 1948 graduate students of 

The Cooper Union, 

work as magazine art directors, 

he at Gentlemen’s Quarterly 

for the past four years 

and she at Printers’ Ink 

where she has been for the past nine. 
This husband-and-wife team live 

in a Manhattan duplex 

on lower Fifth Avenue 

with their daughter Doren, 

beagle Theda and two turtles. 

A former bombardier in the Air Corps 
with 35 missions over Germany, 

Al was previously art editor of 
Gentry and American Fabrics 

and has won enumerable awards at 
the N. Y. Art Directors 

and the Society of Illustrators 


LEONARD NONES 


exhibtions. 

In addition to her art background 
at McGraw-Hill and MacLean-Hunter, 
Marilyn’s activities include 
free-lance designing, writing 

and illustrating. 

His job in the men’s fashion field 
for GQ and for the fashion pages 
of Esquire takes Al on 

many exotic journeys to Europe, 
South America, the Carribean 
and around the U.S. 

At the moment, stimulated by 
this issue on European design, 
they are on their third trip 

to Europe. 





THIS ADVERTISEMENT IS PRINTED ON SARATOGA COATED BOOK. BASIS 80. 





The advertisement on the opposite page is one of the 
famous “Send me a man who reads!” series sponsored by 





International Paper. 

This campaign has received acclaim from educators, 
parents, and business and community leaders throughout 
the country. ‘To date, requests have been received for over 
500,000 reprints. And the requests are still pouring in! 

It is felt that this campaign does two things. It helps 
support the printing and publishing industries. And, by 
promoting books, periodicals and other printed material, 


it helps enrich our lives and keep us the best informed 


nation in the world. 











“Send 


FTEN, what a young man reads 
O is what he will become. The 
connection can be strikingly im- 
mediate. International Paper shows 
how. 

We interviewed 100 high school 
seniors who had just been awarded 
national academic scholarships, In 
one month, 9 out of 10 read at least 
one book. The total number of 
books read by these boys was 400. 

Then we interviewed 100 seniors 
who had been accepted by various 
colleges, but had not been awarded 
any type of academic scholarship. In 
one month, only 6 out of 10 read at 
least one book. Total number of 
books read: 175. Vhe conclusion is 
as Clear as print. 

Menwho read more achieve more. 
And they are almost twice as likely 
to be leaders. Of 100 scholarship 








me a man who reads 


If your boy reads a lot, don’t worry about his becoming a 
bookworm. New research by International Paper shows 
that top scholars are also likely to be athletes and leaders. 


winners, 67 were officers of at least 
one social or athletic organization. 
Only 39 of the non-winners had a 
similar honor. 

The message is plain. Reading is 
often a mainspring to leadership. 
Lincoln once said that his best 
friend was the man who brought 
him a book—one that “I ain't read.” 












Teen-agers are their own best 
friends. Half the books borrowed 
from the New York Public Library 
are borrowed by teen-agers. They 
spend money for books, too. The 
classics are now available in paper- 
back form and account for a healthy 
share of the one million paperback 
books sold every day of the year. 





The average reading speed is 250 
words per minute. Some people 
can read ten times that fast. 


To find out how fast you read, 
simply have someone time you for 
five minutes. Then, count the 
number of words you've read and 
divide by five. If you’re below 
average, chances are your eyes 





How fast do you read? 


and mind wander. Concentrate 
harder to eliminate the problem 
of re-reading sentences, para- 
graphs, even pages. 

FREE REPRINTS. Write Box 3, 
Education Department, Interna- 
tional Paper, 220 East 42nd Street, 
New York 17, New York, for free 
reprints of this advertisement. 








hags * grocery and specialty bags and sacks + pulps for industry + lumber, plywood and other building materials 


©International Paper Company 1961 


INTERNATIONAL PAPER 


Manufacturers of papers for magazines, books and newspapers + papers for home and office use + converting 


papers + papers and paperboards for packaging + shipping containers + folding cartons + milk containers + multiwall 
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People in Prixt (continued) 


Hermann Zaph (right) 


The versatile type-designer, 
calligrapher 

and typographer Hermann Zaph, 
was born 

in Germany in 1918. 

His accomplishments 

in these fields include: 

the design of over 50 type faces 
which cover a wide range of styles, 
book on calilgraphy 

Pen & Graver” 

and “Manuale Typographicum.” 
His work was first exhibited 

in this country 

at the Cooper Union in 1951. 

An exhibit 

of his work is now on tour 

in 7 American cities. 


Giovanni Pintori 

Born in Sardinia, Italy, 

Mr. Pintori 

studied at the 

Instituto Superiore Industrie 
Artistiche of Monza, Italy. 
He is a member 

of the 

Alliance 

Graphique 

Internationale 

and has been 

a recipient 

of the Palma d’ora (award) 
for advertising 

in Italy. 

For 24 years 

he has been associated 

with Olivetti. 





William M. deMajo A frequent 
vistor to U. S. A., Great Britain’s 
Mr. de Majo is best known for his 
imaginative work on packaging, 
displays, exhibitions and corporate 
identity programs. He established 
his present London office in 1946. 
He has been a principal award win- 
ner of the British Packaging Com- 
petition and “Eurostar” which is 
the leading European Packaging 
contest. He is a Fellow of the 
Society of Industrial Artists of 
Great Britain. Mr. deMajo has 
been a great speaker at the Inter- 
national Design Conference in 
Aspen. 





Professor Dr. G. W. Ovink pedis University of Amsterdam, 

The author of this issue’s 

introductory article on 

“Overall Trends in European Design” 


has since 1945 been art consultant He is a member of Typophiles 
to Typefoundry, Amsterdam, / ‘ 


A professor of : theAIGA and 
history and esthetics of ‘2 : Honorary Member 
typography at the ae of the Type Directors Club. 


he has lectured widely 
in European countries and in 
the U. S. and Canada. 


























When you want your job to register—and register accurately —put it on 
Hammermill Offset. To see why, just put your glass on this register mark 
and you'll see how Hammermill Offset handles a tough-to-reproduce 
4-color illustration like this television transmission tower. Hammermill 
Offset has remarkable dimensional stability. Reason: Hammermill’s 


exclusive Neutracel® pulp makes the paper behave 
MESSAGE during each press run. Try it on your next job. 
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HAMMERMILL 


Ole FSET 


LETS YOU SEND BETTER 


BLACK  \iillivie 
MESSAGES, TOO! 


TV towers or TV sets, you'll print all those lights and 
shadows, all those dramatic contrasts when you use 
Hammermill Offset. Its closely knit fibers keep ink on the 
surface—precisely where the ink is needed to emphasize 
product details. Hammermill Offset’s glowing white provides 
the light reflectance you need to add depth and dimension. 
This insert printed by offset on substance 70, Wove finish on a 
42 x 58 two-color press. Sheet size 42 x 58. Speed 3000 per hour. 
Deep etch plates. Hammermill Paper Company, Erie, Pennsylvania 
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What will happen tomorrow—all our tomorrows? Through “The Nation's Behind “The Nation's Future” is the same programming vitality which attracted 
Future,” a new and precedent-breaking series of give-and-take exchanges be- to NBC over 50% of ail viewing of the election returns...which characterizes 
tween great minds of our age, NBC will explore what lies ahead for America. NBC's wealth of regular and special entertainment programming... and which 
Each Saturday at 9:30 pm, eminent authorities will face each other—and  ¢Xplains why 125 miltion people watch NBC every week. 

differ sharply—on many of the major issues before us. Gathered “The Nation's Future” premieres at 9:30 pm tomorrow with nuclear scientists 





with them in the studio, and in NBC studios across the country, will be distin- Dr. Edward Telier and Dr. Leo Szilard discussing “Is disarmament possible and 
guished men and women—ail intimately involved in the subject under discus- desirable?” Next Saturday, November 19: Dr. Julian Huxley and population 


sion. Their questions, sharpened by local debates held previous to broadcast authority Jacques Mertens de Wilmars on “Is international birth control needed 
time, will reflect the deepest concerns of all responsible Americans. 


The moderator for each broadcast of “The Nation's Future” will be John King, Jr., and James J. Kilpatrick, the Richmond News-Leader, on “Ase 
K. M. McCaffery. The other participant, we strongly urge, should be yoy. sit-in strikes justifiable?” NBC TELEVISION NETWORK 


This full page newspaper 
ad has been reproduced 
with the permission of the 
National Broadcasting Co., 
Inc. and Grey Advertising 
Agency, Inc. The Art Direc- 
tion is by Richard Loew and 


Production by Jack Sheedy. 
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PHOTO ENGRAVING £2: 
240 WEST 40™ STREET 
NEW YORK 18, NEW YORK 
_ PHONE: OXFORD 5-0400 
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DESIGN BY MUSIC 
Interpretations of a musician's 
approach to his music are 
the basis for these posters 
to promote an American Jazz 
concert at the Royal 
College of Art in London. 
As the posters had only 

one day to gather an audience, 
their character first of all 
had to be bright, spectacular 
and boldly symbolic to 

go with the modern subject 
matter. In execution, the 
designer has incorporated 
his knowledge of the fine arts 
—in this case painting in 
order to avoid a too mechani- 

cal look. Here are some of 
Barrie Bates’ (who is a 
eraduate student at the college 
from New Zealand ) interpretations 


‘“‘Color and movement for the 
Newport Jazz Festival. A 
rainbow effect for carnival-like 
atmosphere on brown stock 
for a down to earth feeling.’ 
‘*Ahmad Jamal ... a desert 
scene ... an oasis and 
palm trees. In red, a palm 
plantation, the blue, a foun- 
tain or water hole. Pink 
paper to suggest heat and 


haze and to have impact on 


the eye. 
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REFRESH YOUR IDEA FILe™ : 
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SEE MORTON St an IDEA-PROVOKING 


* 


me TECHNIQUES, ON FILM... Po re == | 
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Give your “graphic grey matter’ a spring cleaning! See Morton Goldsholl’s new color-sound 
film, “This is Texoprint’’—featuring the very latest in visual design and graphic technique, 
set to a swinging jazz score. It dramatically illustrates the versatility of Texoprint® plastic 
printing paper—the paper with the fee/ of fine leather—the paper you can wash! It’s a must 
see—and it’s free! 


KIMBERLY-CLARK CORPORATION NEENAH, WISCONSIN 


fam interested in viewing a print of ‘‘This is Texoprint.’’ Please send me details about obtaining one. 





NAME— FIRM NAME 





ADDRESS. 

















DRAMA IN TIRES Italy’s 
leading tire company, Pirelli, 
utilizes a number of design 
techniques for an exciting ad 
campaign. Some of the ads 
feature humor, some striking 
photography, others dramatize 
art in linework as in the ad on 
the left. All are dramatie, all 
show the use of good art and 
gvood design. Ad above is 

one of a series appearing in 
Sneland for Pirelli and was 
designed by a young Britisher, 
Alan Fletcher. 


non deve essere compromesso 


i tubi Pirelli per enologia non alterano l'aroma ed il sapore del vino 
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makes paper “part of the picture’:..truly an essential element of the design. Its purpose is to inspire rather 
than to impose, to suggest rather than shout. Available in a complete range of distinctive colors that are 
muted, soft, and of an unusual, neutral depth, Strathmore's dramatically versatile CHROMA invites endless 
_ . Giscovery from the designer...yet frees the printer from the time-consuming problems of achieving proper 
ee) Decnenee eeienaes Sereree Pane ne Savane. prmeeny Clmandns: CaO te Sr Ramee eee Orr ene ere Once 
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Your STRATHMORE 
DISTRIBUTOR offers you 
valuable assistance 
in creative planning 


Your Strathmore Distributor, drawing 


_ years of professional paper experience, c 


often help you find a quicker, more efficien 
—and less costly — plan of paper usage tha 
may have originally been foreseen. Helping 
you to keep within your production and co 
schedules is an important, and inatant 1: 


available, part of his services. 


a 
¢ 
f. 


Or perhaps you need a spark for an idea or printability information. Your Strathmore Dif 
tributor can often provide just the printed specimen material you need to solve these prov 
lems quickly and effectively. Possibly special paper sampling? Whatever your sam f 
requirements—plain sheets or dummies cut to exact sizes—your Strathmore Distributor c: 
supply them promptly and tailor-made to your specifications. 


Why not call on your nearest Strathmore Distributor early in the planning stage. 
after time, he can offer invaluable aid. His name is listed below. 
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Papeteries G. H. Buhrmann S. A : 


STRATHMORE PAPER COMPANY, WEST SPRINGFIELD, MASS. 


Printed by offset lithography on Strathmore CHROMA, Blue, Basis 80. 
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BY MANY ADVERTISING AGENCIES, IS A MERCHANDISING MUST! 
HOW CAN YOU GET THE JOB DONE WELL? 


IT MIGHT BE A MERCHANDISING KIT. Or a counter display. Or a 
mailing piece. Even a corporate presentation. It’s important 

and you want it done well. You want it to sell—and need a good 
chunk of creative imagination to go into it. You say so when you 


turn it over to your advertising agency. What happens next? 


THE JOB MAY BE DONE BEAUTIFULLY. Then again, it may not. 
Most agencies just aren’t staffed to do sales promotion profitably. 
All too often, it shows. That’s why both agencies and companies 


send sales promotion jobs to us. 


WHAT AGENCIES SHUN, WE PRIZE. We're a fully-equipped studio 
specializing in creative sales promotion. More than 17 years 

of experience have taught us how to produce dramatically successful 
solutions to a wide range of promotion problems. (We have 

a number of exceptional case histories to prove it.) Aside from 
advertising agencies, our client roster includes some of the 

world’s best-known companies. 


WHAT CAN WE DO FOR YOU? Most of our clients like to have us 
contribute from the idea stage on. In some cases, they call us in at 
the last minute. Either way, our service is comprehensive. 

We can handle a job from beginning to end: design, 

copy; illustration, photography, finished art, mechanicals, 

and printing. If this suits your requirements, fine. That’s how 
we do our best work. But if a particular job calls for only 

a portion of our service, we’re ready to supply it. Specifically, 
what kind of sales promotion can we produce for you? Sales 
kits; direct mail campaigns; P.O.P. materials; corporate 
presentations; packaging; merchandising kits; annual reports; 
brochures, booklets and manuals. 


THE NAME IS KLEB STUDIO. We’re located at 3 West 46 Street, 
New York City. Phone number: CI-6-2847. If you have a sales 
promotion problem, let’s talk it over. 
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MIRRORED WHIMSEY ‘hie Swedish 
designer, Olle Eksell, is reflected in this poster design for National 
Book Week, or ‘ 
the 
and to promote the value of reading, was ‘‘ 


fanciful imagination of 


‘Bokens Vecka’’ as it is termed in Sweden. 


for annual event, when all book people gather for discussion 


The 
for Everything.’’ Mr. Eksell’s mirror had a mind of its own, 


ever, illustrated by the position of the littlest creature’s reflection 


in the book-like mirror. 





Theme 


Book is a Mirror 


how- 


drawer 


os peck | ++ 
‘feof Sn cn 
* So a 


+ + ¢ + + + 








+ t:? 


hee bee 
Ph beet 
tht tet © 


+ ¢ 


Sd 


off 
‘ 
f 






* 


oe «9 6e 
‘ a4 as . 
= 
+ 


seit 


eee were 
799 VE" + 


. * «+ + . + 


EXPERIMENTAL DE- 
SIGNS As a 
greeting to friends and eli- 
the Offset 
graphic Print-Shop, de Jong 
& Co., Holland, 
sent out this series of Quad- 
rat Prints, which are experi- 


preseasonal 


ents, and Litho- 


Hilversum, 


ments in graphie art and 


design, fine arts, literature 


and architecture. This set of 
such greetings are in Dutch, 


Eng- 


Jong monogram 


French, German and 
The de 
appears on the front of the 
mailers. Design: H. Doebele. 


G. Wernars. 


lish. 





Layout: 











from ZAPF 


Here are two of the most recent faces from 
the deft, discerning hand of Europe’s leading 
type designer, Hermann Zapf: distinctive but 
without any precocity, quietly authoritative. 





Zapf's latest letter: an exquisitely simple, strong 


yet sensitive sans-serif, with fine harmony and a 
subtle balance between thick and thin strokes. 


& 
ABCDEFGHIjklmnoparst 


Optima regular, 8 to 48 point 


UVWXYZABcdefghijklm 


Italic, 8 to 48 point 


NOPQRSTUvwxyz12345 


Semi-bold, 8 to 48 point 


Please write for specimen sheets of 
these outstanding new typefaces. 





Melior 


Unusually versatile, with great individuality 
and strength in stroke and serif; suitable for 
fine reproduction in all printing methods. 


& 
ABCDEFGHijklmnopqr 


Melior regular, 6 to 60 point 


STUVWXYzabcdefghij 


Italic, 6 to 60 point 


KLMNOPOrstuvwxyza 


Semi-bold, 6 to 60 point 


BCDEFGHIJKImnopaqrstu 


Bold condensed, 12 small to 60 point 


AMSTERDAM CONTINENTAL TYPES & GRAPHIC EQUIPMENT, INC. 


268 Park Avenue South, New York 10, N.Y. 


SPring 7-4980 





LONDON TIMES’ PROMOTION an innovation in advertising p 


for an English newspaper is seen in these poster designs for the drawel 


London Sunday Times. The posters are designed in bright colors 
and their art treatment is modern. They were created to attract 
a bright, young market for the Times by BBDO in London. Cre- 
ative head was Syd Whitcombe; art director, Ken Martin and 
freelance artist, Patrick Tilley. 
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“Wchoose offset 











“Wehoose. helps you multiply color effects! 
Orrsct 


When you choose Nekoosa Offset, you can choose from 
9 beautiful pastel colors (and white, of course). Opportunities for unusual 


color-on-color printing combinations are almost unlimited. And, in addi- 


tion, Nekoosa Offset offers a wide choice of weights and special finishes. 


NEKOOSA-EDWARDS PAPER COMPANY, PORT EDWARDS, WISCONSIN 


MILLS AT PORT EDWARDS AND NEKOOSA, WISCONSIN, AND POTSDAM, NEW YORK 
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Engravings by Collier—one of a series 





Think small. 


Eleven years ago, the first Volkswagens were 
imported into the United States. 

These strange little cars with their beetle 
shapes were almost unknown. 

All they had to recommend them was 32 miles 
to the gallon (regular gas, regular driving), an 
aluminum air-cooled rear engine that would go 
70 mph all day without strain, sensible size for 
a family and o sensible price-tag too. 

Beetles multiply; so do Volkswagens. By 1954, 


VW was the best-selling imported car in America. 
It has held that rank each year since. In 1960, 
about 185,000 Volkswagens were sold, including 
35,000 station wagons ond trucks. 

And again in 1960, Authorized VW Deolers 
sold o higher average number of units than any 
other deoler selling any other kind of car. 

Volkswagen's snub nose is now familiar in 
fifty states of the Union; os American os apple 
strudel. 


As any VW owner will tell you, Volkswagen 
service is excellent and it is everywhere. Parts 
ore plentiful, prices low. No small factor in 
Volkswagen's success. 

Today, in the U.S.A. and 119 other countries, 
Volkswagens are sold faster than they can be 

made. Volkswagen has become the 
world's fifth largest automotive man- 
ufacturer by thinking small. More and 
more people are thinking the some. 








This magazine ad has been 
reproduced by permission of 
Doyle Dane Bernbach Inc. 
and Volkswagen. The Art 
Direction is by Helmut Krone: 


production by Jerry Wertans. 


COLLIER 


PHOTO ENGRAVING &: 
240 WEST 40™ STREET 
NEW YORK 18, NEW YORK 
PHONE: OXFORD 5-0400 
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The work of four European-born designers now working in American Design Studios 


Alberto Marucchi—Stephens Biondi DeCicco 


Born in Rome, Alberto Marucchi is a design photog- 

rapher with Stephens Biondi DeCicco, national 

graphics consultants. Marucchi left home for Ams- 

terdam at 16, to study at that city’s Royal Academy 

of Motion Pictures—later moved on to the Univer- 

ni aGakip . s sity of Ayia, and earned a master’s degree in Sculp- 
oa rT ee tae ture at Milan’s Accademia di Brera. He has traveled 
, extensively (Africa, South America, U.S.S.R.) direct- 

ing documentary films for Italian producer, Ponti de 

Laurentio. In 1956, he directed the Italian version 

of “War and Peace,” after which MGM bought his 

contract and called him to America. Discontent 

with American movie-making policy, Maruechi left 

MGM after three months and traveled across the 

country, camera in hand, as a fashion and editorial 

still photographer. “As a designer, I use my camera 

as an artist uses a paint brush,” he says. The photo- 





graph shown here is of St. Mark’s in Venice and was 
used as; a poster, advertising an international con- 
ference of university personnel—the ‘* Coordinating 
Secretariat.” Maruechi is now at work on a motion 
picture of his own plus his heavy studio schedule. 


Jon Zitzewitz—Rossin Creative Group 


Hubertus Octavis Von Zitzewitz was born in Zitze- 
witz, Germany (now Poland). He has been in the 
United States since 1952, after having served with 
the U. S. CIC in Germany. He was in the U. S. Air 
Force and served as a designer and illustrator for 





Air Force publications. He is now a resident of 
Huntington, L. I., an American citizen, and is repre- 
sented in the commercial field by Lester Rossin Asso- 
ciates. 

He has done advertising campaigns for Shell Chem- 
ical, ITT, Lukens Steel, Connecticut General, Olin 
Mathieson, Lederle, Remington Rand, Aveo and 
Union Carbide. 

In 1959, Mr. Zitzewitz received an Award of Merit 
from the Society of Illustrators. In 1956 he had a 
show at the Artist Gallery in St. Louis, Missouri, and 
his work was shown at the 303 Gallery in New York. 


Ooops! 


In the January issue, Design Studio carried an item on this bro- 
chure for the American Machine & Foundry which incorporated 
opulant art work and photography. We gave full credit to 
William Steinel of Norman Graber Art Associates and later 
learned that the statement was inaccurate. Mr. Steinel was re- 
sponsible for the brochure’s illustrations. The art director was 
Robert Demougeot of American Machine & Foundry. Photog- 
rapher was Robert Stahman. 
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Rudy Battenfeld—Kleb Studio 


A designer whose early training took place in Han- 
over, Germany, Mr. Battenfield’s comments on the 
transition to the American approach to art direction 
are as follows: “Having been devoted for the last 
thirteen years to advertising art, I see before me a 
tremendous challenge. Experience rather than theo- 





retical study; common sense, taste and an eve for 
beauty, rather than influences of passing fads, have 
developed the art of designing with a direct and un- 
biased approach. The great aim is to rationalize 
advertising art to intense simplicity, vet accentuate 
the full worth of whatever subject is treated, allow- 





ing for a combination of clean workmanship and 





direct communication resulting in an approach to 

fine art. Firmly convinced of my aim it is good to 
Jacob Landau—Mel Richman Inc. find a place where my needs of expression coincide 
‘ . ve : 7) 7] » demi: jlaced on the studio by an eve 
Guests from all over the world visiting Philadelphia’s with - de nom ga - * di ki :* ™ 
“ . searching and honest advertiser for seeking to place 
City Hall are given a full-color reproduction of a wood- arching and din aii I ‘ 


o ' . . . value in artistic expression before the publie.”’ 
eut depicting Colonial Philadelphia by Jacob Landau. ‘ = I 





It was used by Business Week magazine in a national 






advertising campaign in the Saturday Evening Post, ; : — — ie ae 

; I aliees ee : Oli “Une CORT G fil dl 

Fortune and other publications. The ad was the third C7 a eet 

in a series of ‘‘Business America’’ ads being run by , ‘ y : j . 
. ° ° ° mn" . * 3 f cd , 7) at i 

the McGraw-Hill Publication. The multi-color woodcut / }/ a f 4 (4 tO) ALIA Al (f 


by Landau depicts historic downtown Philadelphia with 
















famous figures of early America in the foreground. { M 
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Designer: 

Jacques Nathan-Garamond is head 
of the Graphic Design Department 
at the Ecole Nationale Superiéure 
des Arts Décoratifs, in Paris, 

a position he has held since 1939. 
In addition, he maintains 

his own studio for advertising 

and editorial design. Creator of 
numerous exhibitions for the 
E.C.A. Information Service 

in Paris, he was awarded a 

Gold Medal for the 

“Best Poster 1958, Paris.” 





























Jacques Nathan-Garamond, 
medal-winning French designer, 
challenges Penn/Brite Offset 
with vignettes to test the sheet’s 
ability to hold fine gradations 

of tone... solid blacks, blues, 
purples and olive greens 

to demonstrate opacity and 

ink acceptability. Further 
examples of the sheet’s 
compatibility with the 
“impossible” are reverses of 
fine type in screen and solids... 
and intricate register which 
would not be possible without 
the controlled moisture 

content of the sheet. The result 
of this “torture test,” 

as you see, is faithful repro- 
duction of each design element. 
Why not put Penn/Brite Offset, 
the value sheet, to the test 

on your next job? 


new york and penn 


pulp and paper manufacturers 


Write for new swatch book 
and the name of your nearest 
distributor. 

New York & Pennsylvania Co., 
425 Park Avenue, 

New York 22, New York. 
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Europe is in an unprecedented period of 
prosperity today. The marketing revolu- 
tion is on. What role has design played in 
this movement? Who is the designer in 
Europe today, what is he thinking, doing? 
To give some illumination to these ques- 
tions, PRINT recently went to some of 
Europe’s leading designers for examples 
of their work and their concepts. The re- 
sults we hope will provide the American 
designer with an idea or some insight. We 
feel certain it will at least interest him. 
Let’s take a look. The Editors 
Ge ee 





trends in european design 


by Professor Dr. G. W. Ovink, 


Amsterdam, Holland 


The most significant trend in Euro- 
pean design, as indeed no less in ‘‘ pro- 
gressive’’ 

widespread 


American design, is the 

reaction against fune- 
tionalism (in its prewar aesthetic 
sense). All the wise lessons about 
legibility, simplicity and harmony 
and about deriving a form logically 
from the function of the produet— 
the possibilities of technique and the 
nature of the materials—all these 
wise lessons are being cast to the 
winds. There is a widespread revolt 
against logic, harmony and monastic 
austerity. Hi This development was 
to be expected; several critics can 
now rightly say ‘‘I told you so.’’ The 
logic of Reason had gone too far. The 
heart—to use Pascal’s famous dictum 
—having reasons which Reason does 
not know about, had been badly 
neglected. The two trends prevailing 
up to recent years, either adhering to 
Stanley Morison’s ‘‘ First Principles’’ 
or to Jan Tschichold’s ‘‘Neue Typog- 
raphie’’ and Paul Renner’s ‘‘ Kunst 


’? started from the 


der Typographie, 
assumption that typography has only 
to produce reading-matter and that 
reading is an intellectual process. In 
reality printing produces things to 
be seen and touched; reading is only 
a limited part of the entire experience 
of printed matter and even then it is 
not merely an intellectual process. By 
limiting their concept of typographic 
function to the needs of the brain, 
these two main schools failed to do 
justice to the human personality in 
its entirety. Hi Now all the pent-up 


emotions break through. A tidal wave of irrational urges sweeps 
away all sound traditions and logical considerations. All the 
romantic movements of the past are making a come-back: high- 
Victorian, swollen and often macabre; the nineties with Art 
Nouveau, reveling in exquisite sensations; Dada and Expres- 
sionism, vomiting their disgust and pestering the bourgeois. 


france 

The situation, though, is by no means simple nor is it identical 
everywhere. The French, being by nature non-conformists, have 
never embraced the construction-engineers style of the Germans 
nor the invisible typography of the Morisonians. Consequently 
they need not go to the other extremes either. Inspired by the 
mental brilliance and inexhaustible fantasy of Maximilien Vox, 
they do not bother about serious theoretical foundations of ideal 
typography, but simply enjoy the annual fireworks of ‘* Caractére 
Noél’’ and take its hardly inevitable portion of Aitsch in their 
stride. The extremely intelligent, but also emotionally rich 
typography of Roger (‘‘Mistral’’) Excoffon seems to be so 
much integrated with its different objects that it is unsuitable 
for imitation; besides, Excoffon lacks the ambition to become 
the leader of a school with a distinct style. 


great britain 

Great Britain presents a somewhat different picture. Its in- 
habitants are not inclined to go to extremes either. Prominent 
typographers like Oliver Simon and Sir Francis Meynell have 
always freely used the latitude which Morison allowed for in his 
writings but seldom used himself. Still, bottlenecks in produe- 
tion and a natural leaning towards austerity have induced many 
others to confine themselves to the barest minimum of attractive- 
ness they could get away with. As a result, a feeling of frustra- 
tion is mounting in Great Britain too. Not counting the ocea- 
sional and moderate beatnik moods of the angry young men at 
the Roval College of Art, the dissent becomes mainly manifest in 
the works and editorial activity of two men: Ruari MeLean, who 
handles the magazine ‘‘ Motif’? (Shenval Press) as a means to 
accustom his compatriots to the joys of color, movement and fun 
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in typography; and secondly, Herbert Spencer, the very able 
but rather lonesome British representative of the older Tschie- 
hold-Renner principles, who in his own work and in the maga- 
zine ‘* Typographica’’ (Lund Humphries) stolidly defends and 
demonstrates the virtues of dynamie typography. These reac- 
tions are moderate in scope and temperament, as on the other 
hand the stolidity of British typography, which they attack, 
seldom becomes as boring or irritating as run-of-the-mill typog- 
‘raphy often is in other countries. 


germanic nations 

The most interesting material for a clinical study of the revolt 
against reason is offered by those countries which are prone to 
down-to-earth solidity, consistency to the point of obstinacy, and 
hence to dogmatism. Those are not the Latin countries with 
their innate sense of measure and their inability to take any- 
thing quite seriously, nor Great Britain with its centuries old 
experience in not letting things go too far. It is rather among 
the Germanic nations that one finds the urge to carry sensible 
principles inexorably to their absurd extremes. Where the last 
vestiges of sentiment and intellectual freedom had so been 
driven out, a terrible reaction was bound to come. It has ap- 
peared indeed in recent years, and it may serve as a warning to 
those who thought that a return to the lowest depths of mid- 
nineteenth century typography would never be possible. In fact, 
some of the most ‘‘progressive’’ contemporary design in Switzer- 
land, Holland and Germany exceeds the latter in dourness and 
equals the worst excesses of ‘‘Jugendstil’’ in pure aestheticism. 
wm We are supposed to relish endless columns of monotonous 
sans-serifs (in some later Sandberg catalogues even narrow bold 
sans on rough brown paper) hanging on to yawning blank areas ; 
seraps of words or fat brass rules floating about; names, ad- 
dresses, textlines coagulated into dense clusters with ‘‘exciting 
patterns’’; the acme of refinement is sought in printing glossy 
black on dull black ;—there is nothing to guide the eye, no frag- 
ment of meaning to catch and hold the reader’s attention. These 
pieces of printing are only fit to be held at arms’ length and 
to be admired as compositions—if one cares to do so. M As I 
said, this development was inevitable; there is no cause for seri- 
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ous anxiety. This disease must run 
its course; the climax is near or has 
already been reached when people are 
out-Billing Max Bill or in another 
field are trying to exceed Jan van 
Krimpen or the post-Penguin Tschie- 
hold without having the avid read- 
ers’ attitude of these masters. I trust 
that the patient will soon be on his 
It should not 
be thought, however, that I regard 


way to convalescence. 


the entire European typography as 
seriously ill. On the contrary, it has 
seldom been so sound as now in terms 
of the vastness of creative effort, the 
height of its average design level and 
sheer technical quality. Bygone deec- 
ades have seen higher peaks of origi- 
nality and fruitfulness in concepts, 
but they suffered under much lower 
average standards. When we find a 
widespread irrationalism, either man- 
ifesting itself in absurdity or in a 
decorative superpurification, then it 
should be noted that this revolt is still 
on a creative level: it is the artist who 
makes unreadable things, not chance 
in the shape of publishers, printers or 
compositors without taste or culture. 
@ For some time to come the irra- 
tional, in some respects romantie, 
tendencies will continue to influence 
design ; if not in their most absurd or 
decadent forms, at least in an appre- 
ciation of ideals other than those in- 
dicated by the fallacious slogan ‘‘ give 
the text as it is and nothing more.”’ 
A significant symptom of this trend 
was the discarding by Olivetti of its 
famous prize-winning Lettera-type- 








writer in favor of the present Di- 


aspron-model, simply because the 
public now prefers sharper profiles to 
the bulbous and fiuent 
the ‘‘timeless’’ 


older model. 


contours of 
and ‘‘insurpassable”’ 
This change of design 
was hard to stomach for believers in 
eternal forms of industrial design; 
it marks a sensational return of Beau- 
ty as an acceptable goal in design be- 
sides Truth. 


the future 

On the expect 
warmth, joy, color and 
than we 


whole we can more 
movement 
the cold and 
stark exaggerations of both the Bau- 
haus and the Morisonian principles. 
This restriction of sans- 
serifs to the field where they belong; 
a need for more delicately modeled 
types of the kinds that are now done 
in the purest and harshest way; more 
papers with irregular surfaces, warm 
colors and subtle shades of white; 
more color in general and less of the 
primary colors only; less of the wil- 
fully nonsensical, primitive, droll and 
malignant in illustration. ™ As to 
the future of the designer in this de- 
velopment, there can be but one an- 
swer: more and more of them will be 
needed, because the people who have 


have had in 


means: a 


been doing some kind of designing 
without being specialized in that job 
—compositors, printers, publishers, 
newspapermen are no longer trained 
for that purpose and have become 
specialists in their own fields to such 


an extent that they do a worse design job where higher design 
levels are asked for. In this respect newspapers constitute an 
unaccountably underdeveloped design territory, though less so 
in Europe, it seems to me, than in the United States. M But 
an increasing employment of designers in printing and advertis- 
ing production will change the attitude of professional designers. 
In Europe the designer feels like an artist, which in turn means 
a different attitude towards society than is prevalent in the 
United States. The European artist regards himself (and is 
forced by the ordinary citizen to act) as a superhuman being 
concerned with shaping Things Unknown and hence far above 
vulgar things like costs, profits, organizations, techniques, ete. 
Naturally, the course of developments in our society clearly 
shows that such a position is untenable, but it takes some time 
before both designers and public can adjust themselves to the 
adjust themselves to the situation. (Owing to the customary split 
between art schools and technical colleges, the former continue 
to supply artists with insufficient technical background and 
wrong attitudes towards industry and commerce.) 

Many of the best European typographical designers are indeed 
semi-artistic, 
semi-technical form specialists, fully integrated in the modern 


consciously and gladly accepting the role of 
industrial society. The idea of ‘‘leadership”’ is equally alien to 
this professional status as it is to lawyers, auditors, business 
counselors and such. # Many Americans still consider Europe 
to be the greatest source of creative ideas. This may be true in 
several areas of printing and advertising—though I can assure 
readers of PRINT that, let us say, a Herb Lubalin is as much 
copied in Europe as he is in the United States—but at any 
rate the best of European design deserves one compliment: it 
tends to develop towards a situation in which the artist is just 
a specialist among many others, working in teams with them 
and correspondingly less prone to hanker after hallmarks of 
individuality ; creating so closely in accordance with the specific 
nature of the object and its situation, that the results ean hardly 
be attributed to him alone nor can they be appropriated by 
others. Such an integrated function, however, is also more 
subject to commercial practices; we can only hope that sales 
motives will not force the industrial artist to hunt again for 
superficial novelties that parade as exclusive creations. 
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How does one tell the story of Olivetti? 
Through a biography of the founders? 
Through their philosophies on industry’s responsibility to the individual? 
Through an account of how a huge industrial empire was carved? 
Through their influence on visual industrial design? 
There are so many ways to tell the Olivetti story, 
and in time, PRINT hopes to explore most of them. a - 
We start in this issue with Giovanni Pintori, the man who 


many say did the most to translate the Olivetti philosophy into visual form. 


The words that follow are Pintori’s own. 
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Olivetti Summa 15 








“*T have been working for Olivetti for the olivetti 
last 24 years. This means that all my pro- 
fessional experience has been developed 
in the atmosphere of this firm. MI believe 
that I have personally contributed to define 
what today is known as the ‘‘Olivetti 
Style’’, but IT am equally convinced that 
in the particular circumstance in’ which 
I have been able to work, the character of 
the company and the modern nature of its 
products have been positive factors in the 
development of my work and my egraphie 
vocabulary. Mf It was very important for 
me, at the beginning of my career, to meet 
such a man as Adriano Olivetti. This re- 
markable industrialist was a man of mod- 
ern thought and culture. Ie considered 





the development of expression and of hu- 
man communication a fundamental factor 
for the creation of a new society. BP It 
was the extraordinary personality of 
Adriano Olivetti, I believe, that brought 
about between him and his colleagues a 
solidarity of taste within a frame of in- 
dividual creative freedom. From his e¢ol- 


olivetti 


laborators he systematically required the 
best and he succeeded in stimulating to 
the maximum their potential abilities. In 
fact, as far as my personal work is con- 
cerned, | must admit that when it has been 


, 





inferior to that ‘‘optimum’’ to which I felt committed morally and professionally 
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ae by the long trust and precious suggestions 
a of Adriano Olivetti, it has always been my 
fault. Usually, the opposite occurs, that 

is to say that the practical requirements 

of the client limit the work of the artist. 

It must also be added that Adriano Olivetti 

strongly wished that his collaborators 

succeed outside of the domain of the 

olivetti company because outside success confirmed 
the validity of his choices and his intents. 

@ I have always believed in the force of 








simple ideas and in the need for a language 





clear and immediate, truly accessible to 

all. By this I do not mean that graphie 

Audit 302 idiom which has been depressed to the 
level of the most common taste, but on the 
contrary an idiom intended to improve 
the average taste. This is the objective that 
I long ago proposed to myself. M I have 
never confused, nor attempted to confuse 
the language of graphie advertising with 


Audit 202 
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the language of painting, for the very reason 


that I believe in the autonomous value and in 
the artistie dignity of graphics. I love my work, 
and | express myself through it, just as my 
friends who are painters, sculptors and archi- 
tects express themselves in the language of 
their arts. M I do not believe that the difference 
between art and non-art is to be found in the 
presence or absence of an assigned theme or of 
a client. Instead, I believe that what clarity and 
efficacy | have achieved is owing to the fact that 
for many years I had to face the same subject 
—typewriters and calculators—and that I had 
to extract the elements of my language from 
the character and the functions of these instru- 
ments. Furthermore, my work with Olivetti in 
the advertising field was not limited to occa- 
sional participation, as to the execution of this 
or that sketch and because of its long-range 
character, planning campaigns, coordinating 
presentations of the various products, ete., it 
absorbs me and continues to absorb me, even if 
today I do not have Adriano Olivetti’s advice 
and guidance to help me develop an organic 
discourse of advertising expression. M The 
necessity not to ignore the previous phases of 
my work and to anticipate as far as possible 
future ones, has saved me from the temptation 
of mannerism. This continuity has enabled me 
to demonstrate how a graphie artist, with the 


coherence of his symbols, can intervene in de- 


fining the relationship between a large corpora- 
tion and the public. I know that my posters 
bring to the observer’s mind the ‘‘ Olivetti 
Style,’’ but I hope that the ‘‘Olivetti Style’’ 
also brings me to mind. M® I do not attempt 
Instead I 
have tried to make them speak for themselves, 


to speak on behalf of the machines. 


through the graphic presentation of their ele- 
ments, their operations and their use. Obviously, 
I have simplified. When, for example, I pre- 
sented a calculator near an abacus with flowers 
intertwining the beads, I intended simply to 
say this: ‘‘To add and calculate is a work that 
tires the mind; this beautiful machine solves 
the most complex operations with the ease of 
an elementary operation performed on an 
and the flowers? I put 
them there to discourage possible nostalgia for 
that beautiful abacus. M In other instances I 
have entrusted my advertising message to a mass 


abacus.’’ You may ask: 


of numbers, or to a graphic profusion of arrows 
that suggest the complexity and the variety 
of operations of an automatic caleulator, or 
to a profile movement of the keys of a type- 
writer to represent it in action. The graphic 
message, when it succeeds in becoming a form 
of art, is the only one that reaches the totality 
of its potential audience. The graphic artist, 
therefore, has a responsibility to his immense 
and unknown public. @ If the sales effective- 
ness of my work interests me, it is much more 
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interesting and comforting to know that even 
without a line of copy, my layouts remind 
viewers in every part of the world of the prod- 
ucts for which they have been created. @ I 
have only spoken of my graphie work; the same, 
however, applies to my work as an industrial 
designer, a field to which I have returned after 
an experiment of many years ago, when I 
designed a machine tool. Recently, I have de- 
signed a series of typewriter type faces and 
two new typewriters, thus continuing to work 
on the same subject material as when designing 
advertising. I have continued to face the same 
limitations, this time within an added dimension 
and on raw material of a more committal scale. 
m [| hope that the design of my machines may 
constitute a coherent introduction to their 
characteristics, an anticipation of their technical 
and functional features, and an advertising 
message delivered through the form of the 


product.’’ | 


) otivetti__ 
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HERMANN ZAPF—TYPE DESIGNER AND CALLIGRAPHER Emerging from Europe as 
one of the most original talents of this century is the type designer and calligrapher, Hermann 
Zapf. During the last eight years designers in the United States have become familiar with two 
of his type faces in particular: Palatino, the first to be offered to the American audience, and 
Optima. @ Besides doing calligraphy and type design, Mr. Zapf teaches, writes and is an interna- 
tional lecturer. He has recently completed his third trip to this country to conduct a Seminar at 
the Carnegie Institute of Technology in Pittsburgh. An exhibition demonstrating the total con- 
tribution of his work is now touring the country under the direction of the Contemporary Arts 
Center, Cincinnati Art Museum. The exhibit’s agenda includes: Pittsburgh, New York, Chicago, 
Toronto, San Francisco, Boston and Cincinnati. Since 1939 Mr. Zapf has produced over 50 type 
faces which cover a wide range of styles. The story of how he became to be a type designer is an 
unusual one, for he had no formal art training and developed his talent through persistent study 
and practice on his own. Born in Niirenberg, Germany in 1918, he had an early interest in draw- 
ing and his first vocation was to become an electrical engineer. When circumstances prevented this 
ambition he turned to practicing his drawing skill and soon qualified as a photo retoucher in a 
printing firm, where for four years he served as an apprentice. HM He began his ealligraphie exer- 
cises in 1935 after coming across the text book, Das Schreiben als Kunstfertigkeit written by the 
evreat German writing master Rudolf Koch. During the years that followed, he was a most dis- 
ciplined student of the Niirenberg city library’s famous writing-books. In 1939 he moved to Frank- 
furt and entered Paul Koch’s printing firm. This was his first connection with typography. Some 
months later he established himself as a free-lance book designer and typographer. In the same 
year Gustav Mori brought him into the famed Stempel foundry. Then, in 1940, when he was 
twenty-two vears old, the first Zapf type face was cut, Gilgengart, a German text letter. At this 
time he also began a book of alphabets and calligraphy which was published in 1941 under the title 
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of Feder und Stichel. The book was 
later published in this country by 
Museum Books in New York City 
under the title of Pen and Graver 
with a preface by Paul Standard. 
Printed on handmade Fabriano paper 
by the Stempel foundry in Germany, 
it is one of the finest calligraphic 
manuals known. &@ Perhaps the best 
explanation of Mr. Zapf’s attitude to- 
ward the handling of type is found in 
an excerpt from what has been ac- 
claimed to be one of the most care- 
fully produced books of the twentieth 
century ... the Manuale Typograph- 
cum, one hundred typographic ar- 
rangements set in 16 languages. In 
the preface he explains ‘‘ Typography 
is basically two-dimensional architec- 
ture. The harmony of the proportions, 
the grouping of the lines, the balance 
of contrasts and symmetry, the dy- 
namie tension of asymmetrical ar- 
rangement, are the means which the 
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typographer must use in a given task 
so that the text is communicated to 
the reader in the most articulate 
form. His invention is restricted only 
by the technical limitations of the 
materials, and the obligations imposed 
@ Mr. Zapf 
has taught at Niirenberg and Offen- 


9° 


by the history of style. 


bach. He has written many articles 
on printing, typography, type design- 
ing, type classification, and a book on 
the influence of William Morris in 
Germany. He has recently established 
a small private press in his home. His 
wife, Gudrun Zapf-von Hesse, an ae- 
complished calligrapher and type de- 
signer, operates an ajoining bookbind- 
ing shop. & 


Illustrations for this article are from the 
books: PEN AND GRAVER, by Her- 
mann Zaph, published by Museum Books, 
Inc., New York, N. Y. and HERMANN 
ZAPH, published in conjunction with 
the current Zaph exhibition arranged and 
circulated by the Contemporary Arts 
Center, Cincinnati Art Museum. Cincin- 
nati, O. 
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BONITA 
SHERRY 


Experimental design for Italian 
salad servers. 

W.& A. Gilbey Limited’s Centenary 
Carafe Pack. 

Poster for Gilbey Bonita Sherry. 
(opposite page) Meal tray design 
for W. & A, Gilbey Ltd. 
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“When not dealing at all stages with a senior executive 
of the corporation who is also a member of the Board of 
Directors, | insist that I have the privilege of approaching 
directly the President or Vice-President of the corporation 
at any stage of the job.’’ Such is one of the basic philoso- 
phies of W. M. de Majo, one of Britain’s foremost designers 


‘ 


and one of today’s *‘communieators.’’? In addition to 
consistently producing well thought out and lasting design 
(witness the de Majo award credits), he has developed an 
ability to speak the businessman’s language and has the 
sense to know which businessman to speak to. First y 
of all, his approach is both expedient and prac- 


‘ 


tieal because ‘Simportant merchandising or pro- 
duction changes may result from our work 
and changes of this nature can seldom be 
authorized by anyone who is not at Board 
level,’ he points out. Secondly, and per- 
haps more importantly he finds that ‘it 
is at this level that most often you 
find the only person who can put over 
really convincingly and with suffici- 
ent enthusiasm any new recom- as 

mendations. It also insures that GILBEYS 
everyone concerned realizes — that . 
the company’s consultant designer 
has equal status to that of their own 
senior executives.’’ EP Be it an exhibit, 
graphics, packaging, or a complete cor- 
porate identity program, the de Majo 
approach to design is based on enthusi- 
asm, method and analysis. ‘‘If T have an 
overall creative design philosophy at all it 
is perhaps one resulting from what some people 
nowadays consider to be old-fashioned thinking, 
namely trying to do the best job possible. Further- 
more it is important to keep an inquisitive mind, an 
interest in a great variety of things and a capacity for hard 


“se 


work.”’ Mb Regarding the so called ‘‘inspired design,”’ 
Willy de Majo feels it is more difficult to maintain a con- 
stant above-average standard than to be brilliant once in 
a while. Ile believes the tougher the assignment and the 
more time spent on it, the more chance there is of develop- 
ing a design of high standard. ‘‘Of course,’ he says, ‘‘there 
is the exception to the rule, the odd design which erystal- 
lizes in a flash—the truly ‘inspired’ design. But more 
often than not, the design which appears to be inspired is 
simply the result of slow careful and methodical develop- 
ment work.’’ ™ No doubt background has helped to de- 
velop the realistic de Majo outlook . . . that top designers 
are, in faet, very specialized business men who realize that 
the function of design is not merely an aesthetic one, but 





an economie¢ one as well. He was born in Vienna 


of Yugoslav parents and was educated in Aus- 
tria and Switzerland, where he also took busi- 
ness training to fulfill his father’s wish that he 
enter the family import and export business. At 
the same time he was greatly interested in art 
and he studied graphics. Having visited, lived 
and worked in many countries on three conti- 
nents while in his father’s business, he finally 
began his career as a commercial artist. Soon 
after he developed an interest in three-dimen- 
sional work. #® Through watching his brother- 
in-law, a well-known architect, he gradually 
branched out into working on window displays, 
store fascias and exhibition stands. This was 
followed by work on packaging, showroom and 
office interiors, culminating in large scale exhibi- 
tions and, in recent years, corporate identity 
programs. # Another key word belonging to 
Willy de Majo is ‘‘versatility.’’ H[e can pro- 
duce anything a client needs (design an office 
interior and create a painting or modernistic 
sculpture for the boss’s office, conceive and co- 
ordinate new programs) and for this very reason 
he prefers the challenge of working in different 
disciplines. He says, ‘‘if I consider myself a 
specialist in anything then it is in the field of 
corporate design which gives me an opportunity 
to work both in the graphic and industrial de- 
sign fields as well as on architectural and mer- 
chandising problems.’’ = <A frequent visitor 
in this country, most recently as one of the 
speakers at the Aspen Conference, Mr. de Majo 
is articulate on some of the differences he has 
found in designing for clients in America and 
Great Britain. In the following paragraphs he 
notes some contracts in production, management 
in large and small companies, client /designer 
loyalty relations and general attitudes: 


“) . . The enlightened managements of certain large 
American corporations are more readily prepared to 
“have a go.’ This gives the American designer the 
chance to do more exciting and outstanding work. 
As far as working with smaller corporations is con- 
cerned, I prefer the British client who is more willing 
to listen to sound ideas than his somewhat more 
exuberant American counterpart, who often feels he 
‘knows it all.’” 


“... The constant striving for originality linked to 


artificial obsolescence, so dominant in American busi- 
ness thinking, cannot possibly in the long run be 
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Corrugated tray carton 


for Clayton’s Fruit Squashes 


and Cordials. View from Transparent 
Paper Limited’s exhibit at London 


Packaging Exhibition. 
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conducive to good design, Although this tendency is 
unfortunately rearing its ugly head also in Europe, 
we are still proud of producing designs which will not 
only be good but will look good in the years to come, 
and can keep on selling. While this is more appli- 
capable to industrial design it certainly also applies to 
packaging and various graphic design problems.” 
“2... The apparent difference in client/designer loyal- 
ty relation: it seems to me that European clients on 
the whole are rather more loyal and less prone to 
changing their designer than American clients who 
often switch to another designer simply because he is 
temporarily fashionable.” 

“4. The apparent absence in the American language 
of the phrase “it can’t be done”—or so it appears at 
least to the visitor from abroad, In the States every- 
one seems at least willing to try and solve a problem 
however difficult it may seem (and sometimes even to 
create one).” 

“).. The Eupropean designer has the advantage of 
working under less harassed conditions and combined 
with this is the faet that he is less burdened by 
market research, product planning, market analysis, 
motivational research or whatever the latest Ameri- 
can craze may be. He often feels that too much im- 
portance is given in the U.S.A, to these “aids” and 
too little to intuitive desiqn supported by practical 
experience,” 

Among the leading American and European 
designers there seems to be little difference in their 
thinking.” 

For the third time running, in 1960, Mr. de Majo 
was the principal award winner of the British 
Packaging Competition and ‘*Eurostar’’ (the 
leading European Packaging contest) in 1959. 
IIe is a Fellow of the Society of Industrial Art- 
ists of Great Britain. The International Design 
Conference in Aspen has appointed him Re- 
gional Chairman for Great Britain. Among his 
clients are: W. & A. Gilbey Ltd., Clayton 
Brothers, Transparent Paper Ltd., London, John 
Millar & Sons Ltd., Edinburgh, Establishment 
Saint Joseph, Franee and Mieron C.A., Vene- 
zuela. Ilis work has been exhibited and pub- 
lished in most countries in Europe and America. 


@ Willy de Majo is one of the rare examples of 
his time. He is an artist. He is a realist. Above 
all he is a communicator. As an artist he feels 
the aesthetic duty to improve the visual aspect 
of objects we live by through design. As a real- 
ist he understands that in order to bring this 
about he must fill a vital need of our times . 

the need for high level communication. 











european and american designers 


a comparison of approach 
to the same problem 


Do European graphic designers tackle a design 
problem any differently than their American col- 
leagues? Are their solutions basically different? 
As a group, do the Europeans know more-or-less 
about production techniques? M One American 
company recently found that there is very little 
difference between the European and American 
designer approach. ™ This Company—New York 
and Penn Paper— gave the same assignment to 
four European designers that had previously been 
given to seven designers in the United States. ® 
The Assignment: ‘‘ Design an advertisement which 
will appear as an insert on Penn/Brite offset 
paper. When designing, incorporate the toughest 
reproduction problems imaginable ; i.e. heavy solid 
blacks, delicate halftones, vignettes, color, color 
overprinting, fine serif type—all the ‘impossible- 
combinations’ in printing.’’ HM Seven United 
States-based designers had already participated in 
the ‘‘torture test’’. These included George Olden, 
Henry Wolf, Leo Lionni, George Giusti, Paul 
Rand, Ladislav Sutnar, and Herb Lubalin. @ 
Conceived as a single experiment, expanded be- 
cause of the interest aroused, both New York and 
Penn and its agency O. 8S. Tyson, decided to keep 
the ‘‘torture’’ burning. M® Four European de- 
signers were chosen for the 1961 campaign in order 
to give the campaign a new twist. M® Four sepa- 
rate countries are represented. From England, 
Thomas Eckersley; from France, Jacques Nathan- 
Garamond; from Switzerland, Cilestino Piatti; 
from Germany, Hans Hillman. @ At this writing 
the only inserts available for reproduction are 
those designed by Thomas Eckersley and Jacques 
Nathan-Garamond. Therefore, the complete com- 
parison of American and European designers 
approach to a similiar project must await the 
march of time. M® However, those who have 
worked with both the American and the European 
designers state that in enthusiasm, in approach, 
in solution, the difference is not in nationality, 
but in individuality. @ 
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This is Penn/ Brite Oftset...the value sheet 


‘an you tell which 
of these designs 

were done by 
europeans and which 
by americans? 
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Jacques Nathan-Garamond 


a. 


Thomas 


b. 


Eckersley 


Lubalin 


ce. Herb 





Paul Rand 


d. 





examples of other designs created by 


THOMAS ECKERSLEY is head of 
the Design Department at the Lon- 
don School of Printing and Graphic 
Arts. A member of the Alliance 
Group Internationale, his work has 
heen exhibited throughout Europe. 
During the war, while serving with 
the RAF, he designed posters for 
rarious governmental departments. 
In 1948 he was awarded the O.B.E. 
for British poster design. He has 
taught design at the Westminster 
School of Arts and is currently a 
free-lance desianer, Below: Poster 
for GPO (English Royal Mail) 
colors blue, red, emerald with shad- 


ings of fle sh and olive. 

























the four european “torture testers” 


JACQUES NATHAN- 
GARAMOND, | since 
1939, has headed the 
department of graphic 
design at the Ecole Na- 
tionale Superieure des 
Arts Decoratifs, — in 
Paris, where he also 
studied as a pupil. He 
has his own advertising 
and editorial — design 
studio, Two years ago, 
he received the Gold 
Medal for the “Best 
Poster 1958, Paris.” 
Below: Cover design 


for French magazine. 




















HANS HILLMANN is in charge 
of all graphic design for Neue 
Filmkunst (film distributors) 
and is a leading free-lance de- 
signer. He teaches graphic de- 
sign at the School of Arts and 
Crafts at the State Academy 
in Kassel, Germany. He is par- 
ticularly noted for his film pos- 
ters which have been widely 
erhibited and which have earned 
him several awards. He parti- 
cipated in the 1958 World's Fair 
in Brussels and the 11th Trien- 
nale di Milano. Below: Movie 


poster for ‘Rashomon” in black, 


white and gray. 


aectvalelaateys 











Der Wald der Versuchung 
Ein Film von Akira Kurosawa 















CELESTINO PIATTI heads his 
own atelier in Riehen, Switzer- 
land, (near Basle) which he 
instituted with his wife, Mari- 
anne Piatti-Stricker. (His wife, 
a well-known illustrator, is his 
only collaborator.) Piatti de- 
signs posters and other advertis- 
ing art which have appeared in 
Switzerland, Germany, France, 
England and other countries, A 
member of the AGI, he has 
earned many awards for his 
poste rs. Below: Cover de sign 
for Fish & Fang Magazine, in 
red, black, green, blue and tur- 


quoise. 
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SINGLE 
BIGGEST 
PROBLEM 


in European graphic design today 


Here are four answers from design people in Sweden 


Switzerland, Holland and England 


Bowie EKSELL, GRAPHIC DESIGNER, STOCKHOLM, SWEDEN 


Today the problem is that graphic designers 
do not have the opportunity to direct their own 
field. The directors and creators are actually 
the economists, technicians, marketing and serv- 
ice staffs at the advertising agencies, publicity 
and advertising managers and others. The fact 
that many of these people lack a sense of respon- 
sibility of the importance of design to their 
corporations and to their consumers is not the 
result of conscious effort. They are merely igno- 
rant of visual power, its expressions, qualities 
and values. [) This lack of judgment is espe- 
cially apparent in industry at the executive 
level. These are the people with authority to 
call for design solutions to their problems, yet 
they are the ones who bottleneck the path to 
better and more design in Sweden today. I 
believe that the solution will only come when 
the corporation comes to grips with its lack 
of understanding and has a designer on its 
own executive staff with an organized design 
staff who are devoted to the understanding of 
creating a total look through design for the 
entire corporation. 


@ MANUEL GASSER, EXECUTIVE EDITOR, DU, 


ZURICH, SWITZERLAND 


As an editor of illustrated magazines and news- 
papers I have been in daily contact with graphic 
designers for almost 30 years. And just as long 
I have tried to convey to my co-workers that a 
text does not exist for the graphic designer. [1] 
It is a ‘truism’ that the writing script has been 
invented to be read. And yet one occasionally 
comes across a ‘lettering’ artist to whom the 
readability of a script is indifferent, who makes 
up letters that have to be deciphered with great 
pain by the reader. The problem is less the rela- 
tionship of the graphie designer to the letter 
itself, but more to the content of the text which 
he has to present typographically or illustra- 
tively. (] The point of fact is that a graphie 
designer generally conceives of a text merely as 
material for the construction of a ‘gray plain.’ 


The grayer and the more compact this gray plain 


is, the more he likes it. He therefore is repug- 
nant to disrupting it by broken lines and col- 
umns. Ile consequently has the tendency to 
avoid indentures and tends towards using lines 
corresponding to the whole breadth of the sen- 
tence picture. He is seldom concerned with the 
fact that a reader may have to try twice to find 
the connection to the next line. [] An energetic 
editor can direct such bad habits quite easily, if 
he simply insists on observation of indentures 
and also determines a maximum breadth of lines. 
[] It is difficult to induce the graphic designer 
to carefully read a text before attacking the 
graphical design task. The thorough knowledge, 
or even more, the understanding of the text en- 
ables him to decide upon proper make-up accord- 
ing to content and sense and to choose the most 
suitable kind and size of type. He then can co- 
ordinate size and character of the title with the 
whole picture and select size and placement of 
the pictorial part. [] If one compares the word 
of a graphic designer to the one of a film or stage 
director it becomes evident how indispensable 
and vital the knowledge of text is. The most 
important aim of a film director represents the 
putting of the film script in the most effective 
frame. The graphie designer’s task should ac- 
cordingly be to visualize a dull-looking machine- 
written script such that it reflects the author’s 
thoughts and intentions fully. The film or stage 
director who begins to work without having ac- 
quainted himself with the content of his play has 


Continued on page 61 
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ABUNDANCE is symbolized by the cornucopia this 
chambered shell resembles. Abundance is main- 
tained in the storehouse of your Oxford merchant to 
assure ready availability and swift delivery of quality 
Oxford coated text and matching cover papers, in 
specifications to meet every printing and budget need. 


Oxford North Star Papers, pride of the line, are a 
new family of trailing-blade-coated papers, distin- 
guished for their remarkable levelness and their 
exceptional polish. North Star superiority among 
coated papers can be demonstrated for you by your 
nearby Oxford merchant. For his name, drop usa 
card at 230 Park Avenue, New York 17, New York. 


xford 


NORTH STAR LETTERPRESS PAPERS 
Polar Superfine Enamel 

Mainefold Enamel 

for tt r ert, ba ; 25 x 38-100 Ibs.) 
NORTH STAR OFFSET PAPERS 

Polar Offset Enamel 

Polar Offset Enamel Dull 

Mainefiex Offset Enamel 

Mainefiex Offset Enamel Dull 


OXFORD PAPER COMPANY 


SALES OFFICES: NEW YORK « CHICAGO « BOSTON 














61 





Continued from page 58 

not yet been born. But how many graphie de- 
signers are in this world who merely count the 
exact number of letters without ever reading any 
of the text? 


MACHIEL WILMINK, CO-PUBLISHER AND EDITOR, 
VERPAKKING, VOORBURG, HOLLAND 


Each European country has graphic design prob- 
lems which are far more related with the eco- 
nomic situation than with the general attitude 
towards graphic or free art. In Holland, because 
we have only 12 million Dutch-speaking people, 
potential circulation of magazines and books is 
limited. Therefore, the opportunities for graphic 
designers are limited, also. They cannot be paid 
as in England or Western Germany and seldom 
get a ‘‘status’’ as in bigger countries. To make 
a living, many graphic designers teach, work for 
advertising agencies, and often do work they 
A typical Dutch graphic 
design problem is that the people see and read 


cannot be proud of. 
too much from all over the world. On one side 
this is creating an international graphic design 
style, but on the other side (especially in Hol- 
land) the free art work of Mondrian (squares 
Karel 
Appel (modern abstracts) makes headway in 


compositions), Van Gogh (color) and 


Dutch graphie design today. 


KENNETH GARLAND, ART EDITOR, DESIGN, 
LONDON, ENGLAND 


Our problem is the dearth of properly qualified 
people in the profession. There are two reasons 
for this: the poor quality of the design school’s 
intake; and the inadequate teaching in many of 
those schools. Plenty of people 
i | 
licity, graphic design and typography in our art 


study pub- 


institutions, and a good percentage of them find 
jobs in advertising agencies, design studios and 
the like. few 
have an analytical ability comparable to that of, 
say, a technologist or an engineer, and only a 


But of that number only a very 


very few (not necessarily the same few either) 
have the sound training in the principles of 
design and the techniques of commercial practice 
which a four or five year course might be ex- 
pected to give them. Even those who have both 
intellectual capacity and good training may be 
partly lost to the profession by being dragged 
from their drawing boards to fill executive posts. 
The average graphic designer is considered as a 


PRINT 





sort of semi-skilled worker ; very necessary, mind 
you, like the doorman and the receptionist, but 
hardly the sort to make major decisions or be 
responsible for spending the firm’s money on 
anything more expensive than layout paper and 
paint brushes. In addition, there is the damn- 
able suspicion in the layman’s mind that graphic 
designers are artists who couldn’t make the 
grade and went commercial. [] The remedy is 
clear: we must have a higher grade of student 
and a higher standard of training and qualifica- 
tion. Educational standards must be raised first. 
Though this will result in a considerable redue- 
tion in the number of students who gain entry 
to a design course, and an even greater reduction 
in the number of those who get through the final 
year, it will eventually mean that prospective 
employers will regard these design graduates 
with more respect, and that more able people 
will therefore be attracted to the profession from 
schools. [] The 


based, not on drawing and painting, as so many 


secondary course should be 
stil lare, but on a basie design course, in which 
manual skill has a part, but not a dominant one, 
The general orientation should be towards the 
understanding of the communication processes, 
with lectures on cybernetics, sociology, psychol- 
ogy and optics. There should be instruction in 
the principles of photography, process engraving, 
typesetting, printing, film making and packag- 
ing. The qualifying exam should be in two parts: 
a presentation of specimens of work done during 
the final briefed 
graphic design problems, each with a written 


vear, carrying out closely 
analysis of the implications of the brief; and a 
set paper to prove technical competence in such 
things as preparing artwork for reproduction, 
marking up copy for typesetting, and so on. This 
paper should include an essay on a given design 
subject, written in the exam room, in which the 
command of language and clarity of expression 
would be considered as important as a thorough 
knowledge of the subject. [] You may think this 
syllabus over-ambitious and unrealistie when 
compared with those of existing art schools, 
However, the truth is that most art students are 
idle, not because they are naturally so, but be- 
cause their training does not offer sufficient in- 
tellectual stimulus, nor does it require enough 
hard work. Given a sufficiently high quality of 
student, there is every reason to expect that these 
high ideals could be achieved. 























new sans serifs especially designed for the 60s ...and beyond. 
Specimens and type, from 6 to 48-point, now at your ATF Type 
Dealer. Hint to those who look ahead: these six are part of 


integrated EA] member Univers type family being developed to 





provide you with a beautifully coordinated sans serif type family 


designed as a unit, with real italics as well-fitted as the uprights! 








American Type Founders, 200 Elmora Avenue, Elizabeth, N. J. 
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ep letterhead design 


imprmeurs offset, 'ithographes 


Ofioct- und Steindrucher In step with the European theme 


raat 380, 9.0. box 88, Hilversum of this issue, we present the letterhead designs 


of some European design people. 


Steendrukkerij de Jong & Co. Hilversum, Holland 


A tissue-thin paper carries a printed-in-red logo 
block, along with six lines of deseriptive copy to the 
right. Interesting note: the description of what they 
do is printed in three languages. 


Conran & Company Limited, London, England 
Conran + Company Limited 

The same basic pattern has been done in various 

colors, each color identifying another division or 

Head Ofice & Showroom purpose. For example, the Furniture division has 

the “C” logo in dark brown, the Contracts division 

has it in Blue, the Head office in pea green. Then 

there is the Conran Design Group, who designed all 

the letterheads which has embossed the “C”. 


Massimo Vignelli, Milano, Italy 

Tiny type, simple layout, red printing on grey laid 
finish, 814”x1144”. This describes the new letter- 
head of Massimo Vignelli, recently returned to Italy 
from a two-year working visit to the United States. 
(For those of Mr. Vignelli’s friends in the United 
States who wish to write to him, we print the address 
below since it is obviously too small to see here.) 
Massimo Vignelli via Giuseppe Revere 1, Milano, 
Italy. 


Bureau Machiel Wilmink, Rotterdam, Holland 


Teal blue and a greenish gray form the color scheme 
of this well-organized letterhead. Paper is thin, in 
consideration of air mail rates. Size of this note is 
534” x 8Y,", fuller correspondence is done on an 
814" x 11” sheet. 


The Council of Industrial Design, London, England 


The British Empire insignia embossed in red, is on 
the left, the Council’s own embossed insignia (in- 
visible here) is on the right. In the middle, also in 
red, are printed the normal ingredients of a letter- 
head; name, address, telephone number. Overall size 
is smaller than most American letterheads, just 
47%.” x 8”. 


CHL OF INDUSTRIAL DESIGN 


THE DESIGN CENTRE 


gar Benny 























WATER IS A REALLY NICE ITEM 


Highly recommended for rowing on, swimming in and 
washing with. 


















WATE 


Geway BU" 





41246 RIO 






eam Water was invented before the wheel. Fortunately, too. 
faa Without water, no water wheel. No grist. 


Water is highly favored by fish, stumps, rubber boots 
and parched tongues. 


Branch water is highly favored by bourbon. Branch 
water is just one of many available varieties. Spring. 
Warm. Tepid. Hot. Cold. Standing. Running. Falling. 
Occasional. Casual (found on golf balls). Hard. Soft. 
There are more. Clean. Dirty. Dish. Actually, there 
are two kinds of branch water. That which comes 
from branches of main streams and that which has 
dead tree branches in it. Both are essential. 
















Water is needed for drowning. It serves other 
worthwhile purposes. Makes a swell oasis. Also waves. 


Frozen water was responsible for the ice man about 
whom many lousy jokes you have heard. He has been 
replaced by the meter man (gas, electric, water), 

the mail man, the milk man. 











Except for vast arid areas, water is prevalent 
everywhere. Under foot and roofs with holes in; over 
head; in stocks; on knees and brains; by beaches. 


Fire water used to be universally acclaimed by 
Indians but now they have their reservations. 


For making rust, water is hard to beat. Goes great 
under bridges and over dams, too. 


We are for water. Well . . . not just any old water. 
Or not just any old well water. But we are for the 
water of Whiting Springs . . . the purest 

papermaking water in the world. 





Shipments to and from 


the Orient via the world’s fastest Motorships 


PRANS 
30 Wharf St., San Diego, Califo 


SHIPLINES 


ria © SPring 3-481] 


ENOUGH IS ENOUGH 


The Alling & Cory Company 

The Whitoker Paper Company 

The Baxter Paper Compony 

The.Paper Supply Company 

poten. Pa.. Wilcox-Walter-Furlong Paper Co. 

Zellerbach Paper Company 

mens Ry ey Roe ere D. F, Munroe Company 

Boston... .Warren L. Wheelright Paper Co., Inc. 

Bridgeport, Conn.....Geo. W. Millar & Co., Inc 

Bristol, Va-Tenn.,....«<Dillord..Paper Company 

Buffalo... v.45... .3he S90 & Cory Compony 
=temnonghl Vi. 


Chicago Paper Company. - 
Midland Paper Company 


Jensen Paper Company 

Western Newspaper Union 

The Whitaker Paper Company 

'. Weber Paper Company 

Duluth Paper & Specialties Co, 

Emeryville, Colif.....Zeilerbach Paper Company 


The Alling’ & Coty Company 


Hartford, Conn,..... Elliot R. Vonderfip Co., inc. 
indianapolis.........The Chatfield Paper Corp. 


.MacCollum Paper Company, Inc, 

Centro! Paper Company 
Jacksonville, Fia..Grahom-Jones Paper Company 
Konsas City, Mo.....Midwestern Paper Company 
Kansas City, Mo Wertgame Paper Company 
Knoxville 
Lincoln, Nebr. .,....oWestern Newspaper. ae: 

Western Newspaper 


Little Rock 


Indianapolis. . . 


Zellerbach Paper tae coat 
Louisville Paper and Mfg. Co. 
Genera! Paper & Supply Co. 

. Yankee Paper & Specialty Co, 
Memphis Paper Compony 


Menasha, Wis... .. Yankee Paper & Specialty Co. 
6 Miomi. ... Seer 1a +£.-CoPalmer & cane 


vg Orothery 


Milwaukee. 
Milwaukee... sume tiale 


Montgomery, Alc...W. H. Atkinson - Phas Pasmas 


Newhouse Paper. Company 

Clements Paper. Company 
Newark, N. J...... J. B. Card & Paper Company 
Newark, N. J 


The Alling & Cory Company 
Miller & Wright Paper Co. 


Louisville Poper and Mfg. Co,: 4 


Western Poper Company ; 
Graham-Jones Paper Company - 
Philadelphia - Schuylkill Paper Company: 
Philadelphia... .Wileox-Walter-Furlong Paper Co. 
Phoenix: ....4~....+.Zelerbach Paper Compony 


horn ae The Alling & Cory Company 


Zellerbach Paper Company 

Portiond, "Ore Zellerbach Paper Company 
Providence, R, 1... ee. Central Paper Company 
Raleigh, N. C. Dillard Paper Company 
Zellerbach Paper Company 

Zellerbach Paper Company 

Richmond, Va..... B. W. Wilson Paper Company 
ee Rey .. Dillard Paper Company 

Rochester, N. Y.....The Alling & Cory Company 


ae ake City. .....<Western. Newspa 
| Salt Lake Citys. « 2+ si 


Sioux City 
Sioux Falls, $. D 
South San Francisco. .Zellerbach Paper Company 


The Alling & Cory Company 

+++» .Standard Paper Company 

-seneeses Zellerbach Paper Company. 
TOMO: inne b% ah 
Toledo. ....<.. ne 


Walla Wallo 
Washington, D. -C.. 


Wilmington, N. C...5.2.5 
Worcester, Mass... The J. ; £7 Bx 
Voki 565. waves , Zellerbach Paper Company 








CANTINE’S 
FOR LETTERPRESS 


HI-ARTS 
ASHOKAN 
M-C FOLDING BOOK 
M-C FOLDING COVER 
ZENA 
VELVETONE DULL 
ESOPUS TINTS 
ESOPUS TINTS 
COVER-BRISTOL 
ESOPUS POSTCARD 
SOFTONE 


FOR OFFSET 


HI-ARTS LITHO C.1S. 
ZENAGLOSS OFFSET C.2S. 
ZENAGLOSS COVER C.2S. 

LITHOGLOSS C.1S. 

CATSKILL LITHO C.1S. 
CATSKILL OFFSET C.2S. 
ESOPUS POSTCARD C.2S, 

ESOPUS TINTS 

ESOPUS TINTS 

COVER-BRISTOL 
VELVETONE DULL C.2S, 


economy—by 2-C 


The 2-Color Process here illustrated (not to be 


confused with duo-tone printing ) is especially use 
ful in fine realistic color printing and lithography 
when time is limited but quality imperative. It isa 
short-cut. 

Iwo colors of matched inks on either side of the 
sheet yield a wide variety of tones and, in combina 
tion, a good black for display. 


Success depends upon the quality of separatic ns 
and the choice of inks — and paper. The eight 
pastel shades of Esopus Tints furnish a suitable 
background for color printing, without ov erpower- 
ing the type or illustrations. 

For further information consult your Cantine 
merchant or write The Martin Cantine Company, 
Saugerties, N. Y. 


This insert is a specimen of Cantine’s Esopus Tints Ivory 25 x 38-80 (160M). 
Printed on a 15” x 2042” Original Heidelberg 2-Color Press. 
Photo by Johnson-Sarra, New York. 
Inks by Fred’k H. Lev ey Company. Separations and ink specifications by Pictura, New York. 


landlines Coated boy 



























MULTI-COLOR 


in 2-Color Process with 
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You can believe your eyes! With modern methods of color-se paration and ink- 
selection — and especis ally with a Cantine pastel-tinted paper — you can get three- 
color, four-color, multi-color effects with only two ink impressions — by either 
letterpress or offset. This is something to know when an important job is RUSH. 
Here is an example that shows the versatility and quality of this time-saving 
process. Ask your Cantine merchant for pi articulars or write: The Martin Caniian 
Company, Saugertic s, N. Y. (Specialists in Coated Papers since 1888). 


TEXT COVER - BRISTOL 
Canary, Green, Blue, India, Pink, Canary, Green, Blue, India, Pink, Peach, Ivory 
Peach, Goldenrod, Ivory Basis 20x26 23x29 26x40 23x35 
Basis 23 x 35 25 x 38 35 x 45 80 160 205 320 248 
70 119 140 232 
80 — 160 266 











PASTEL COATED | ESOPUS TINTS 
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PAPER MERCHANT DIRECTORY FOR SPECIFIERS, PART 2 


In order to help the paper specifier, PRINT’s editors have compiled this handy Directory, to be published 
in two parts—part 2 appearing herewith (part 1 appeared in the Jan.-Feb. issue.) Directory lists Paper 
Merchants in the top 50 markets, their addresses, phone numbers, and the Paper Companies they rep- 
resent. All data is based on replies received directly from the Paper Companies queried. In some instances, 
Merchants listed are distributors of only parts of the Paper Company's line. Reprints of complete Direc- 
tory will be available in booklet form shortly from PRINT Circulation Dept., 1519 Connecticut Ave., 
Washington, D. C., single copy, $2; 10 copies, $15; 25 copies, $25; 50 copies, $42.50; 100 copies, $75; 
250 copies, $150. 





NORTHWEST 
OXFORD 


' 


4 


SCHROEDER 
STANDARD 


i —————— 
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MUNISING 
WHITING PLOVER 


GILBERT 


HAMMERMILL 
HAMILTON 





HOPPER 


oe 


CHEMICAL 
CROCKER BURBANK 
UNION BAG 


NEKOOSA-EDWARDS 
STRATHMORE 
WARREN 


ALLIED 
AMERICAN WRITING 
APPLETON 
BECKETT 
BROWN & CO. 
CHAMPION 
CHILLICOTHE 
CONSOLIDATED 
CURTIS 
EASTERN 
ECUSTA 
FALULAH 
HOL'SWTH & WHINY 
HOWARD 
INTERNATIONAL 
KIMBERLY-CLARK 

_[_JRIMBERLY-CLARK 
LEE 
LINWEAVE 
LUDLOW 
MEAD 
MILLERS FALLS 
MOHAWK 
NEENAH 
NY. & PENN 
PENINSULAR 
RIEGEL 
RISING 
WAUSAU 
WESTON 

















¢ MINNEAPOLIS (See also St. Paul) 
Butler Paper, 1401 S. Sth, FE 3-4374 


Carpenter Paper, 3245 Hiawatha, PA 1-248] 


(J. Dufley, 528 N. Washington, FE 5-3166 
| Martin | Falk Paper, 425 Washington, FE 2- 8626 | | | 
General Paper, 155 26th SE, FE 3-0455 e; | 
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[Graham Paper, 724 Ist N, FE 6-3335 : 
 inter-City Paper, 533 S. 7th, FE 3.3251 « 
John Leslie, 500 S. 3rd, FE 5-4216 
Minnesota Paper, : 3003 Pacific, wraanCOwCsdSCsd 
Newhouse Paper, 1312 S. Sth, FE 3-5391 

| Poper Supply, 240 Portland, FE 2-1571 
 Wikcox-Mosher-LefthoIm, 251 Portland, FE 6-3383 
¢ NEWARK (See also New York, Jersey 
City, Bronx, Brooklyn, Long Island City) 
Bulkley, Dunton, 461 Central, HU 2-5600 e | ® ee) » e 


J.B. Card & Paper, 560 Belmont, Bi 2-82000 | « ° | 
| Central Paper, 418 Washington, MA 3-637 ; e\e » 9 
forest Paper, 351 Broodway, HU 2-0006 
lewmar Paper, 370 Adams, MI 3-6550 \@ * 
linde- -Lathrop, 40 E. Park, MA 2-6400 rf | ® 


as 4 


Merling Paper, 270 Jelliff db le | 
National Paper, 30 Hill ol. | | | 
Paper Mart, 77 Boston, Mi 3-8833 e | e| | [| le [le 
Paterson Card, 65 William cy * | * 
* NEW HAVEN | | 
Alling Paper, 151 East, UN 5-6101 e\e e @ 2 os C) e » * 2 ey 
John Carter & Co., Box 1829 e e a 
Carter Rice Storrs & Bement, 494 Cong., SP 7-7344 ele ° » * * ® ee ele! | le e | 
Henry Lindenmeyr, 153 Court, UN 5-8160 e e| |e e| e| 
Rourke-Eno, 153 Minor, UN 5-4195 elele e - ele e |e elelelele e 
Whitney-Anderson, 5 James, LO 2-5135 e « e | 
* NEW ORLEANS | 
Ato Z Paper, 630 South | 
Alco Paper, 1053 Constance, JA 2-053] e 
Butler Paper, Box 1444, JA 2-0651 ® 
D&W Paper, 529 Magazine, JA 5-2111 ° 
Graham n Paper, 228 S. Peters 
liberty Paper, 113] Thalia @ e 
Sam A. Marks, 1319 St. Ann, JA 2-3131 e = 
E.C. Palmer, 864 S. Peters, JA 5-3171 ele * ® | e e e e e 
United Paper, 1000 Chartres e e 
* NEW YORK (See also Bronx, Brooklyn, 
[lang island City, Newark, Jersey Gy 
Advertisers Paper, 324 Pearl, WO 4-2160 

}1.H. Albere, 110 Lafayette, CA 6-1291 

Allan & Gray, 114 W. 17th, CH 2-6464 
Alling & Cory, 730 Broadway, GR 3-4720 ej; |¢| |¢ 
BW. Anderson, 16 Beekman, CO 7-2060 
|H. P. Andrews Paper, 7 Laight, WO 6-2100 
| Arden-Cortland, 11 Sixth Ave., CA 6-2970 | : 
Avtick, 37 Howard, WO 6-4290 | i{le 
75 PRINT Continued © All rights reserved. 
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Baldwin Paper, 233 Spring, AL 5-1600__ 
Barclay Paper, 112 W. 24th, CH 2-4600 _ 


Beekman Paper, 137 Varick Al 5 4200 


Bermingham | & Prosser, 10 E 40th, MU 35852 ads 
Bishop Paper, 230 12th Ave CH 4 7365 | 


Bohn Duplicator, 44 444 4th Ave MU 4- 7464 


Branded Papers, 208 E. 119th, SA 2-1500 


Bulkley, Dunton, 295 Madison MU 9-6400 


Canfield Paper, 62 Duane, WO 2-2187) 
, 106 Seventh Ave., CH 3.4980 
Columbia Card, 145 Hudson, WO 6-5088 
Congress Card & Paper, 402 £. 152nd, ME 5-8333 _ Si | 
Connor Paper, 460 W. 34th, BR 9-1575 
Coy, Hunt, 425 Park Ave. S, MU 5-3250__ 


Grestwood d Paper, 263 Ninth Ave., Al 5- 5522 


‘Grown Paper, | 27 W. 24th, CH 3- 1500 _ 


Duplicating Papers, 230 W. 7th, OR 5-717 


Harry Elish, 143 W. 20th, WA 9- 4949 


onentd Steanene Sn — * 


M. M. Elish, 29 Beckman, CO 7-847 


David L. Engel, 9 Bond GE 7-7735 


Forest Paper, 87 Vandam, WA 4- 1400 
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Ginn Card, 26 Beekman, BE 3-7044 | | | | | } | | | 


teense Ban = = Se oe eo 8 on oe ee eee SS 


Green 2 low, 175 Varick, WA 48160 


Herman Grover, 515 Canal, WO 6- 2022 
Elof Honsen, 71 3rd Ave, MU 7- 77 


Harbor Paper, 417 Canal, WO 6-4477 


Hillcrest Paper, 109 Wooster, WA 5-4633 
L. Hyman, 102 Prince, CA 6- 6350 
Inter-City Paper, 415 Greenwich, wo 6 1855 


Kennelly Paper, 501 Sth Ave., MU 2- 1087 


Kraft Paper, 78 Grond, CA 6-777 
Kuenstner Paper, 154 Nossou, BA 7-4708 
Lakeland Paper, 141 £. 44th, MU 2-2960 
Lane Paper, 480 Conal, WO 6-2886 
James Lee Paper, 250 W. Broadway, WA 35-2426 | 
533 W. 38th, OX 5-3300 
, 138 F Franklin, aA 6-6700_ 
Marquardt & Co., 155 5 Spring, (A 68562 
Marvin Paper, 68 Crosby, CA 6-651] 
Melburn 1 23 Beekman, BE 3-3667 
W. Millor, 284 CA 6-0880 
Millbrand Paper, 667 Washington, WA 4-4414 
Hobson Miller Paper, 280 Lafayette, WO 6-0400 
Alex H. Milton, 23 Worth, CA 6-0316 
Milton Paper, 100 W. 22nd, WA 9-6721 


A. G. Nelson, 420 W. Broadway, WA 5-7205 

Nelson-Whitehead Paper, 7 Laight, WO 6-2300 _ 

Oak Paper, 345 Hudson, CH 2-7402 

Olympic Paper, 227 W. 17th, OR 5-5970 

Paper Center, 311 £. 47th, Pl 5-4166 

Paper Corp. of U.S., 630 Sth, Cl 7-1637 

Perkins Goodwin, 589 Fifth Ave., MU 8-4900 

Pohiman Paper, 688 Greenwich, WA 4-6100 

Reinhold-Gould, 535 Fifth, MU 7-2100 

Ris Paper, 531 W. 25th, WA 4-1970 

Royal Paper, 210 | ith Ave., WA 4-3400 

John F. Sarle, 50 Hudson, BE 3-8060 

Saxon Paper, 240 W. 18th, CH 2-3100 

A. J. Schrafel, 320 Broadway, WO 2-3532 

Schlosser Paper, 350 Hudson, WA 4-6900 

Selig Paper, 116 W. 22nd, YU 9-9700 

Sill Paper, 475 Fifth Ave., MU 6-3554 

Union Card & Paper, 45 Beekman, RE 2-5151 

Walker-Goulard-Plehn, 109 Lafayette, WO 6-5700 
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when it is the brilliant white of 


WESTON BOND 


Fluorescent White 25% Cotton Fiber Content 
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Atlanta 


Austin 


Baitimore 
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Binghamton 
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Boston 
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Brooklyn 
Buffalo 
Charleston, W. Va. 
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Charlotte 
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Chicago 
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Letterheads on 
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Command Special Attention 
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TON BOND is 


Cincinnati! 
Cleveland 


Columbus 


Concord, N. H 
Corpus Christi, Texas 
Dallas 
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liance and impressive cotton fiber quality for that 


ial” look. An easy-to-print cockle finish takes 


to letterpress, or die stamp engraving. Avail- BETTER 


ndard or opaque bond in fluorescent and traditional 
so in litho finish and five attractive colors — in stand- 

; PAPERS 
rolls for web feed. Order a supply from siameicauuale 
ARE MADE WITH 
COTTON FIBER 


merchant today. 


n WESTON BOND 


available through the following paper merchants 


Los Angeles Philadelphia Syracuse 
Butler Paper ( D. L. Ward Company ) & F. B. Garrett Comp 
Wilcox-Walter-Furl 
Loulsville Tampa 
Nia Phoenix £. C. Palmer & Co., Ltd, 
Blake, Moffitt & Tc a 
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om , setdg oe Pittsburgh The Millcraft Paper Co 
eae ae 3 Tucson 
Blake, Moffitt & Towne 


Washington, D.C, 
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Milwaukee 
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W. B. Killhour and Sons, 
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. ‘ Theo. H. Davies & Co., 
Honolulu 

Theo. H. Davies & Co., 


r( 


Nashville St. Louls 
Athens Pans moany Acme Paper Company 
Bond Sanders Paper Compar Bermingham & Prosser Company 


Newark Salt Lake City CANADA 
Bulkley, [ Western Newspaper Union aeienes 

San Antonlo Barber-Ellis of Alberta, 
7: oo Edmonton 


Barber-Ellis of Alberta, 

New Haven San Diego 
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Union Card & Paper Spokane u 
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Mill Brand Papers, Inc 
Whitney Anderson Paper Co 
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 Wonsco Paper, 409 Pearl, WO 2-1316 
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Western Newsp. Union, 310 E. 45th, MU 9-4700 
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| Westwood Paper, 7 Waverly, GR 7-8839 
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Whitaker Paper, 50 Great Jones, SP 7-7000 

















 Willmann Paper, 380 W. Broadway, WA 5-112] 
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Winfield Paper, 17 Park PI., BA 7-5264 











—+—_—_+——_—- —}— 





fs NORFOLK 





fppes-Fitzgerald, 1350 Ballentine, MA 5-7881 





Old Dominion Paper, 44th & Colley, MA 2-7133 








ls OAKLAND (See also San Francisco) 











| Bayside Paper, 255 4th 











Blake, | Blake, Moffitt & Towne, Box 4075, HI 4-3511 








Nelson Paper, 909 King 

















Pacific Coast, 2117 Webster, HI 4-0437 








Wilson Rich, 60 Federal 








| Zellerbach, 234 NW Sth 











° /» OKLAHOMA CITY 














Capital Paper, 519 N. Kentucky, CE 5-139] 





| Carpenter Paper, 860 NW 2nd, CE 5-6321 














| Graham Paper, 106 E. California 











Oklahoma Paper, 301 E. California, CE 6-061] 








Western Newsp. Union, 217 N. Harvey, FO 5-934] 

















¢ PAWTUCKET (See also Providence) 





J.C. Campbell Paper, 30 Freight, PA 2-8800 





Carter Rice Storrs & Bement, Box 634, PA 3-6400 





Industrial Paper & Cordage, 30 Freight 





¢ PHILADELPHIA 





Acorn Paper, Jasper & Hagert, GA 5-5667 
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Atlantic Paper, Third & Lehigh, GA 5-5432 
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Bentley Paper, Public Ledger Bldg. WA 5-2800 


Clinton Env. & Paper, 1011 Lombard, WA 3- 3636 





Garrett-Buchanan, 125. 6th, WA 2-5420 






































A. Hartung, Richmond & Norris, GA 3- 9800 ay 
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JR. Howarth, 2405 Federal, KI 6-3555 





W. B. Killhour, 25th & Reed, HO 7- 5800 


Matthias Paper, 165 W. Berks, GA 6-1 aerate 





| Molten Paper, 313 N. nd, WA 5-6487 









































| Paper Merchants, 44) N. 5th, WA 2- 0750 


Phila. Card & Paper, 4 4600 Germ'ntown, Gl 5-9100 





Thomas W. Price, 26th & Parrish, CE 6-4800 
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Quaker City, 432 W. Allegheny, GA 5-6000 








Raymond & McNutt, 1309 Noble, WA2-1802 | 



































Rhodes Paper, 2400 Walnut, LO 7-0808 
Schuylkill Paper, 256 S. 23rd, LO 4-2788 
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Schwartz Paper, 303 Vine, MA 7-6510 
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J. L.N. Smythe, 2301 Cherry, LO 7-5510 
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D. L. Ward, 401 N. Broad, WA 2-7000 











Whiting Patterson, 4545 Tacony, JE 3-711 





Wilcox-Walter-Furlong, 54th & Gray, SA 4-0500 


elelele 
e| e| e| e| 
el elelelele 





* PHOENIX 








Blake, Moffitt & Towne, Box 4067, BR 5-7621 





Butler Paper, Box 3616, AL 4-8816 





Graham Paper, 521 S. 3rd 








Grand Canyon, 18 E. Lincoln, AL 2-5831 








Tellerbach Paper, 4710 W. Camelbach 








* PITTSBURGH 





Alling & Cory Co., River & Alcor, FA 1-2690 





Brubaker Paper, Anderson & Isabella, FA 1-8881 





Central Ohio Paper, 1339 Locust, CO 1-2206 





Chatfield & Woods, S. 17th & Merriam, HU 1-2800 





Darragh Paper, 1000 McKee, SP 1-1855 





General | General Paper, Box 12, SP 1-3515 





Whitaker | Paper, 1005 Beaver 
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© PORTLAND (Ore. 
Blake, Moffitt & Towne, Box 3819, AT 8551 
Corpenter Paper, 735 NW I6th 
Carter, Rice, 735 NW léth, CA 6-378) 
W. E. Finzer, 215 SW Pork, (A 8-6684 
Fraser Paper, 25.NW Front, (A 29733 
Paper Mills Agency, 1528 NW lovejoy, CA7-6553__ | 
C. H. Robinson, 165 Commercial, SP 3-2974 - 
West Coast Paper, 1410 NW Johnson, CA 8-6311 _ 
Zellerbach , 234 NW Sth, CA 8-6311 
* PROVIDENCE (See also 
John Carter, 350 Allans, HO 7-9450 
Central Paper, 425 Fountain —— 
Narragansett Paper, 77 Bucklin, GA 1-2800_ 
Providence Paper, GA 1-7600 
Roberts Paper, 4| Bassett, UN 11-4712, 

Papers, 313 W. Exchange 
© ROCHESTER Fis 
Allling & Cory, 25 Verona, LO 2-4330 
Dygert & Stone, 56 Industrial, BA 5-0650 
Economy Paper, 196 N. Water, HA 6-9250 


amanda 
| 
+ 
—— 
hain 
| 
++ 
| 





4} ———_+_—_4}__t 











Fine Papers, 97 Roilrood, HA 6-8100 
Genesee Volley, 1175 E. Main, HU 2-1510 
Mill-Andrews, 24 Andrews. a 
Printers Supply, 67 Mill, 02-8570 

¢ SAN ANTONIO 

Carpenter Paper, S19 N Medina CA 6418) 








Graham Paper, 131 Graham 
A.C. Ross, 406 Dolorosa 7 
Shiner-Sien, 1231 W. Martin, CA 5-288) _ 
Western Paper, 2209 S. Main, WA 6-4643 
* SAN BERNARDINO 

Blake, Moffitt & Towne, 787 Mill, TU 8-0715 

* SAN DIEGO 


Blake, Moffitt & Towne, 1929 Hanc'k, CY 6-0135 
lake, Moff pwne, 1929 He y60135 | | 








Butler Paper, 3553 Kettner, CY 6-6556 

Carpenter Paper, 2188 San Diego, CY 7-222] 
Columbia Paper, 3770 Mcn = tt—<CS~™S 
Zellerbach Paper, 1010 W. 19th 
© SAN FRANCISCO (See also Oakland) 
Blake, Moffitt & Towne, 599 Eighth HE 1-2911 
Bonestall & Co., 164 Townsend SU 1-0646 














Carpenter Paper, 30! Folsom YU 2-8320 


Commercial Paper, 48 Jackson, SU 1-5042 

H. S. Crocker, 720 Mission 

$. D. Houghtlin, 257 Natono St 

Neumann Paper, 915 Battery, DU 2-2155 
Pacific Coast Paper, 1111 17th St, SU 1-0460 


———__—_— ——__—__—__— —$———_+—_}+—_}+— ++ }+_ +++ 


Seaboard Paper, 755 Folsom, EX 2-3867 € 
Wilson-Rich Paper Co., 60 Federal, EX 2-8118 T felel {fel TT] I fel 
Zellerbach , 343 Sansome, YU 1-2363 | 
e SAN JOSE 
Blake, Moffitt & Towne, 1090 N. 7th, CY 5-1865 
Zellerbach , 45 N. San Pedro 
© SCHENECTADY (See also 
Beck , Box 85 
Burch-Stratton Paper, Jackson Ave 
© SEATTLE 
Blake, Moffitt & Towne, 420] W. Mar., WE 7-4800 
Carpenter Paper, 1020 John, MU 2-0530 
Kaplan Paper, 3rd & Washington, MA 2-8223 
Packer Scott, 1232 6th S 
Paper Mills, 85 Columbia, MA 2-6156 
West Coast Paper, 500! Ist Ave., PA 5-7555 
Continued 




















Lick and a promise ? 


YOUR BUSINESS CORRESPONDENCE 
deserves so much more than that! 
Consider the letters you send as care- 
fully as you’d consider the call you 
might make in person. Remember that 
when your letter is in your customer’s 
hands, it represents you! 

Think about what you say in your 
letter, first of all. Then how you say it. 


HOWARD PAPER MILLS, 


Howard 


INC. e 


And don’t overlook the importance of 
the paper you select for your letter- 
head ...the neatness with which your 
letter is typed... even the envelope 
you use to carry your message. 
Because the letter you send is you, 
give it the crisp crackle of urgency— 
the bright whiteness of sincerity —the 
“feel” of your own business personal- 


SUBSIDIARY OF 


“The Nation’s 


Companion Lines: Howard Ledger * Mimeograph 


Printed on Maxwell Offset 


("]St Regis 


PAPER © COMPANY 


Bond 


Business Paper” 


ity. Give it, in short, all the advantages 
you can get when you put your letter- 
head on Howarp Bonn. 

Your printer or paper merchant can 
show you Howarp Bonp samples and 
quote you prices. Examine the paper, 
reflect on the price, judge for yourself. 
ALL HOWARD PAPERS are quality 
controlled by 4 


Q 
coupRay 


URBANA, OHIO 


80-—Hand Made Style Finish 








All Howard Papers quality controlled by A«“Ragy Printed on Maxwell Offset—Basis 80— Hand Made Style Finish 


Discoveries in American Art 


, 


“St. Patrick’s Pigeons” is John C. Pellew’s title for his spiritual rendering of 
the famous Fifth Avenue landmark. Mr. Pellew is a faculty member of the 
Famous Artists School and has participated in all major exhibitions since 1934. 
He has had several one-man shows. Among the most cherished of his numerous 
awards is his recent Henry W. Ranger Purchase Award by the National 
Academy. If you like this reproduction . . . wait ’til you see your own color 


work reproduced on Maxwell Offset! 





HOWARD PAPER MILLS, INC. * Maxwell Paper Company * Subsidiary of @St.Regis + Franklin, Ohio 











THROUGH 


LITHOGRAPHY —"F 


2400 17TH STREET, N.W 
WASHINGTON 9, D. C 
DUpont 7-6800 


CN RIGHT ’® The White Coated Text Paper 
av for this Issue is Printed on 
ALWAYS! \ 7 


Black & White Letterpress Enamel 


“a Distributed in New York City by 
FOR COPY PICK-UP ~ ms YORK PHONE: MU. 8-6070 FOREST PAPER CO., Inc. 
Sua | 87 Vandam St, N.Y., N.Y. WA. 4-1400 








For your own pleasure . . . and when entertaining important clients 


e VOISIN® 


bn fi 


\) 
ZS 
Gi 


NEW YORK’S MOST DISTINGUISHED RESTAURANT 
575 Park Avenue at 63rd Street 


Reservations suggested for lunch and dinner TEmpleton 8-6490. Open daily and Sunday 

















SEATTLE —Continued 


[BROWN & CO. 


CHAMPION 


CROCKER BURBANK | 


CANTINE 


HOL'SWTH & WHTNY | 


ALLIED 
AMERICAN WRITING 
BECKETT 
CHILLICOTHE 
HAMILTON 
KIMBERLY-CLARK 
LINWEAVE 

_|MOHAWK 
MUNISING 
NEENAH 


NEKOOSA-EDWARDS 
N.Y. & PENN 
NORTHWEST 


PENINSULAR 


SCHROEDER 
STANDARD 


STRATHMORE 
UNION BAG 





Zellerbach Paper, 630! Airport Way, PA 3-7000 
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© SPRINGFIELD (See also Holyoke) 
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Whitney-Anderson, 32 Worthington, RE 3-3196 
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John Carter Co., 80 Balboa 
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Carter, Rice, Storrs & Bem’t, 103 Nurs., ST 8-090) 











Mill Brand, 44 Hampden, RE 3-6654 








Rourke-Eno, 85] State, RE 7-4737 
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© STAMFORD (See also Bridgeport) 
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Lott-Merlin, Wall St., DA 3-3129 








e ST. LOUIS 








Acme Paper, 115 S. 8th, MA 1-3000 























| Beacon, | Paper, 1000 Clark, GA 1-3215 

















Bermingham & Prosser, 601 Sf Edwin, JE 3- 6988 | 


Butler Paper, 3400 Market, JE 3-4480 
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| Central States, 5221 Natural Bridge, CO 1- 8000. 


| Graham Paper, 1014 Spruce, MA 1-3355 


Pioneer Paper, 2311 Chestnut, CE 1- 6805 


| Shaughnessy-Kniep-Hawe, 4316 Dunc, JE 3-271! _ 
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| Tobey Fine Papers, 1424 Talmage, Ol 2-4800 





¢ ST. PAUL (See also Minneapolis) 
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Anchor Paper, 480 Broadway, CA 4-733! 

















CL Duffey, 927 University, Ml 6- 1887 


“Martin Folk Paper, 927 University (A 2.5153 


 Inter-City Paper, 432 Froton, HU 9-135] 





John Leslie, 433 N. Griggs, Midw’y Bidg., MI 6-7391 








Newhouse Paper, |28 £. 10th 





© TAMPA 








Graham-Jones, 2nd & 20th, 4- 1137 


Knight Brothers, 2103 2nd, 4-4149 


E. C. Palmer, 302 N. Willow, 8-1858 














Tampa Paper, 2614 £. Henry, 3-650! 





* TOLEDO 











| Cannon Paper, 395 Phillips, GR 5-3441 


| Central Ohio Paper, 126 Ontario, CH 1-520) 











Commerce Paper, Box 1774, CH 3-6165 





Millcraft Paper, 218 2Ist St., CH 3-5150 








| Ohio & Michigan, 1024 Summitt, CH 1-6134 





| Paper Merchants, 201 Nebraska, CH 1-2103 


| Union Paper, Box 94 





© TROY (See also Albany, Schenectady) 





Troy Paper, 373 River, AS 4-5810 


























neue! 


Feit 


=. 









































¢ WASHINGTON, D. C. 





R. P. Andrews Paper, First & H SE, LI 3-9100 








| Bulkley, Dunton, 821 Fifteenth NW, NA 8-1403 
John Floyd | Paper, 2851 V NE, LA 6-3502 
| Frank Parsons Paper, loth & Okie NE, LA 6-120 





Barton, Duer & Koch, |!11 Second NE, LI 4-8400 , 


+4 


+ 
| 








Stanford Paper, 3001 V NE, LA 6- 1600 


Virginia Paper, 3525 V NE, wv 6-2100 








Whitaker Paper, 6200 Chillum NW, RA 6-8100 





| Wilcox-Walter-Furlong, 261 Consti tion, EX 3-1314 











© WORCESTER 



































Butler-Dearden, 25 Park, PL 3-631] 

















Carter, Rice, Storrs & Bem’ t, 76 Wetr, PL 5- 4353 


‘Greenwich-Bancrott Paper, 5 5-7 Artic 








Narragansett Paper, 44 Portland, PL 7-7749 




















¢ YOUNGSTOWN 


























Cleveland Paper, Ohio Edison Bldg., RI 3-3713 














Union Paper, Box 3215 



















































































Sales Offices of Paper Mills Represented in this Directory Begin on Page 95 
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ARD PAPER MANUFACTURING COMPANY ®* | 


NO. 2 IN THE CIVIL WAR CENTENNIAL SERIES by STAND 








HERE WERE MANY from the same cross-roads back 
home. Michigan, Alabama, Rhode Island or Texas 

wherever that cross-roads happened to be—they were 
all alike and more or less the same fears and tensions 
mounted as they plodded along on the usual monotonous march 
preceding commitment to battle. ‘The particular incident portrayed 
here wasn’t much in itself, yet it provided a relief of sorts to these 
two —the veteran belying the composure assumed to allay the fears 
of the boy who, yet to “‘see the elephant,” is enjoying the exposure 


with emotional glee. 


Shenandoah Text, newly whitened, is the elegant paper 
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selected for the second in our Civil War Centennial Series. 
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Standard’s 
SHENAN DOA H 
Text-Cover: Bristol 


ITEMS STOCKED AT MILL 





TEXT 
BASIS WEIGHT 25 x 38 70 80 


Weight Sheets Weight Sheets 
CARTON PACKED 
(Grain Underscored) Per M ” Per M ” 


Sheets Carton Sheets Carton 
PLAIN FINISH 








119 1200 136 1100 
140 1000 160 1000 
232 600 266 600 





WHITE EMBOSSED FINISH 
PEBBLETONE 
136 1100 
160 1000 
266 600 





BASIS WEIGHT 20 x 26 








BRISTOL 
BASIS WEIGHT — 2214 x 28% 


29% x 28% 














Another fine paper from the mills of 
STANDARD PAPER MANUFACTURING CO. 


NEW YORK RICHMOND CHICAGO 


PRODUCTION NOTES: Painted by Jack Woodson in tempera on illustration board; uniforms and equipment from private collec- 
tions. The type used for inside copy is: Baskerville Light and Bold, with Cloister Initial; at bottom 
on cover is Copperplate Gothic Condensed. Lithographed in four-color process inks on a Harris 2-color 


Veliow, Black, Biue, Red.....[he. paper. is Standard’s SHENANDOAH 

















Sales Offices of Paper Companies 


od Paper Corp., 1608 Lake St., Kalamazoo, Mich., Fl 5-7131 Ecusta Paper Div., Olin Mathieson Chemical Corp., Pisgah Forest, N. C., 


Chicago 168 N. Michigan Ave., RA 6-6850 TU 2-5511 
Los Angeles 4700 Crenshaw Blvd., AX 2-2610 Chicago 72 Waters St., Pl 8-5108 
New York.... 655 Madison Ave., TE 8-9330 Cleveland .9276 Manorford Dr., TU 6-2062 
a New York.... 460 Park Ave., MU 8-0500 
erican Writing Paper Corp., 10 Eagle-A Ave., Holyoke, Mass., JE 6-6410 Philadelphia 244 Merrybrook Dr., HI 6-8923 
N York 405 Lexington Ave., YU 6-6237 ; 
om Falulah Paper, Falulah Rd., Fitchburg, Mass., DI 3-6413 
Appleton Coated Paper Co., 825 E. Wisconsin Avenue, Appleton, Wis. New York 500 Fifth Ave., CH 4-5028 
RE 4-984] 
— 131 State St., RI 2-2240 Gilbert Paper Co., 330 Ahnaip St., Menasha, Wis., PA 2-772] 


i Ghicmgo....... Daily News Bldg., RA 6-1724 New York ....405 Lexington Ave., MU 7-4177 


Beckett Paper Co., Hamilton, 0., TW 5-564] Hammermill Paper Co., 1540 £. Lake Rd., Erie, Pa., GL 6-881] 


: Atlanta...................3131 Maple Dr., NE, CE 7-1779 
own Co., 650 Main St., Berlin, N.H., telephone 46 ..1N. La Salle St., FR 2-1120 


Boston. . 150 Causeway St., CA 7-6070 Mercantile Securities Bldg., PR 5270 
Chicago Prudential Plaza, CE 6-6493 122 E. 42nd St., OX 7-2470 
New York 550 Fifth Ave., PE 6-2260 Philadelphia. . Western Savings Fund Bldg., PE 5-0584 
San Francisco..... 235 Montgomery St., DO 2-4723 


e Martin Cantine Co., Saugerties, N. Y., CH 6-2848 St. Louis 4378 Lindell Blvd., OL 2-6266 


1151 S. Broadway a P . 

r Co., Miquon, Pa., IV 3-3160 

_. 960 Sixth Ave., CH. 4-6090 Hamilton Paper Co., Miquon, Pa., IV 3-316 
1255 Post St. Chicago 176 W. Adams St., ST 2-6407 


B Los Angeles 649 S. Olive St., MA 3-6398 
e Champion Paper & Fibre Co., Hamilton, 0., TW 4-651] New York 100 Church St., WO 2-7821 


ane saan ne Ne agpelpipwine Hollingsworth & Whitney Div., Scott Paper Co., International Airport, 
Boston. . 20 Providence St., LI 2-3991 Philadelphia. Pa.. SA 4-2000 

Chicago 111 W. Washington St., ST 2-8183 simeiines 

Cincinnati Kroger Bldg., CH 1-2153 Chicago..................111 W. Washington St., FL 6-0665 


Le reeaee Mercantile Securities Bldg., RI 1-3488 New York..... 230 Park Ave., MU 6-6234 


- Detroit Fisher Bldg., TR 2-3605 
- New York New York General Bldg., MU 6-1080 
| Philadelphia ..... Phil. Savings Fund. Bldg., WA 5-8901 Modena, Pa Modena & N. Brandywine, DU 4-5150 
i San Francisco 235 Montgomery St., EX 7-4767 sors dc siw So da BR REG wots P.O. Box 597, FR 5-6168 
| St. Louis Locust Bldg., CH 1-9155 


Hopper Paper Co., Taylorville, Ill, Van Dyke 4-3373 


Howard Paper Mills, Div. St. Regis Paper Co., 115 Columbia St., Day- 
ton, 0., BA 6-274] 


H 

emical Fine Paper and Board Div., Standard Packaging Corp., 
i 642 Main St., Holyoke, Mass., JE 4-0251 Chicago 10 S. La Salle St., ST 2-5557 
Empire State Bldg., LO 3-6226 


: Atlanta.................565 Western Ave., NW, JA 5-8636 New York. .. 
— sn iin International Paper Co. (Fine Paper & Bleached Board Div.) 220 E. 42nd, 
icago 111 W. Washington St., DE 2-2336 New York 17, N. Y.. MU 2-7500 

Los Angeles. . 649 E. Olive St., MA 3-1630 a 

New York 200 E. 42nd St., LI 2-9044 Atlanta 134 Peachtree, N.W., JA 4-7345 
Boston. . : 125 High St., HA 6-2264 
illicothe Paper Co., Chillicothe, 0., PR 3-2102 Chicago....... ..- -400 W. Madison St., RA 6-1281 
j Cleveland .... Terminal Tower, PR 1-0620 
fonsolidated Water Power & Paper Co., 135 S. LaSalle St., Chicago, Il. Dallas. eee: .... 1511 Bryan St., RI 8-5891 
: San Francisco ......235 Montgomery St., YU 2-7230 





trocker Burbank Papers, Inc., Linton Brothers & Co., Div., 545 Westminster 
St., Fitchburg, Mass., DI 3-305] Kimberly-Clark Corp., N. Lake St., Neenah, Wis., PA 2-331] 

111 W. Washington St. Atlanta... . .3272 Peachtree Rd., NE, CE 7-6453 

475 Fifth Ave., LE 2-4324 Chicago.... .. Merchandise Mart, WH 4-6355 

....250 Park Ave., YU 6-7770 

Palo Alto...... re 701 Welch Rd., DA 6-8080 


NIRS cei eed 


280 Broadway, BA-7-0688 lee Paper Co., Vicksburg, Mich. 


~ Fine Paper and Pulp Div., Standard Packaging Corp., Linweave, 21 Cypress St., Springfield, Mass., RE 6-7216 
P.O. Box 930, Bangor, Me., 2-522] . 
565 Western Ave., NW, JA 5-8636 Ludlow Paper, Div. Ludlow Corp., Needham Heights, Mass., Hillcrest 4-4900 
Park Square Bldg., LI 2-9044 Chicago........ 110 N. Franklin St., ST 2-1798 
Chicago 111 W. Washington St., DE 2-2336 Los Angeles .... .426 Spring St., MA 3-6373 
Los Angeles 649 S. Olive St., MA 3-1630 New York ...12 E. 41st St., OR 9-7890 
New York 200 E. 42nd St., LI 2-9044 Ware, Mass .Cummings St., WO 7-6204 








PRINT 





The Mead Corp. (Mead Papers, Inc.), 118 West First St., Dayton, 0., 
BA 3-6111 
Atlanta..................140 W. Peachtree, NW, 873-3448 
Boston....._.. ........80 Federal St., HA 6-4400 
Chicago Sebsecsd sw caes +m Wanker Or. 76-1622 
Cincinnati... sien . .4927 Beech St., EL 1-1164 
re vA ......9338 Del Roy Dr., RI 7-9673 
Detroit... bck hath New Center Bidg., TR 1-6677 
Greensboro ahh aa : . . .707 Dover Rd., BR 2-0931 
Minneapolis... : ; 3418 E. Lake St., PA 4-2390 
New York .. .. 230 Park Ave., MU 6-7200 
Philadelphia ......123 S. Broad St., PE 5-3954 
Ss. Gowls........ EA .4378 Lindell Blvd., OL 2-6430 
Washington, D.C... . .. .6916 Ridgewood Ave., OL 2-7345 


Millers Falls Paper Co., Millers Falls, Mass., OL 9-333] 
i, a ae 59 E. 54th St., MU 8-1740 


Mohawk Paper Mills, Inc., 465 Saratoga St., Cohoes, N. Y., CE 7-1740 
New York.... .. 100 Church St., WO 2-5311 


Nekoosa-Edwards Paper Co., Port Edwards, Wis., TU 7-3100 


Atlanta... ; 1401 Peachtree, NE, TR 3-3271 
Chicago ore ‘ Prudential Plaza, FR 2-3369 
ew Wark. ..............2...... 75 Pak hve, F95240 
San Francisco ee th Russ Bldg., EX 7-3837 


New York & Pennsylvania Co., Inc., 425 Park Av., New York, N. Y., PL 1-4250 


The Northwest Paper Co., Cloquet, Minn., TR 9-6784 


Chicago asa ......20.N. Wacker Dr., RA 6-9373 
Minneapolis. .... ce. 2 .. .Foshay Tower, FE 9-9311 
New York .420 Lexington Ave., OR 9-9055 
MID os acs es aowlk ov aee les ... .Shell Bldg., CE 1-8300 


Oxford Paper Co., 230 Park Ave., New York, N. Y., MU 6-8700 
Boston..... ...........-200 Berkeley St., HA 6-4470 
Chicago ..........35 E. Wacker Dr., CE 6-0855 

Penninsular Paper Co., Ypsilanti, Mich., HU 2-2600 


Riegel Paper Corp., 260 Madison Ave., New York, N. Y., OR 9-4100 


Atlanta. ax . 1182 W. Peachtree, NW, TR 5-0718 
TS" CE ae eee aoe soca ne » sD Soto S., CA 7-1573 
Chicago... .111 W Washington St., Fl 6-4190 
San Francisco............. .235 Montgomery St., EX 7-6956 


Rising Paper Co., Housatonic, Mass., CR 4-3345 
Arthur Schroeder Paper Co., Inc., 420 Lex. Ave., New York, N. Y., LE 2-814] 





Standard Paper Manufacturing Co., Richmond, Va., BE 2-1273 


Chicago...... .. 111.N. Washington St., FR 2-538 
New York......... 271 Madison Ave., MU 5-9347 


Strathmore Paper Co., West Springfield, Mass., RE 6-830] 
New York cesses seee sce W. Bard St, PE6G-2688 


Union Bag-Camp Paper Corp., 233 Broadway, New York 7, N. Y., CO 7553) 


Chicago....................110N. Wacker Dr., AN 3-7880 
Franklin, Va... . eos stn LO 2-4111 


5. D. Warren Co., 89 Broad St., Boston 1, Mass., HU 2-5490 


Atlanta...... ........+Chandler Bldg., MU 8-5819 
SND i aiid tase wear 130 .N. Franklin, ST 2-2728 
Cincinnati ; .. ..2323 Park Ave., AV 1-3448 
Cleveland... .... Union Commerce Bldg., PR 1-3244 
Detroit....... 15756 Wyoming, UN 3-0050 
New York. ... ....2..2.....630 Third Ave., MU 7-7760 
Philadelphia... .. 3 Penn Center Plaza 
Rochester. Community Savings Bldg., HA 6-1865 
San Francisco...................Sheldon Bldg., SU 1-2190 
St. Lovis...... .Railway Exchange Bldg., MA 1-7020 
Washington, D.C... . . .933 Gist, Silver Spring, Md., JU 9-4013 


Wausau Paper Mills Co., Brokaw, Wis., V! 2-107] 


Arlington, Tex... ... 125 Turtle Creek Dr., CR 4-4447 
a 111 W. Washington St., Fl 6-4786 
Cleveland..................60 Buckingham Rd., ED 1-9299 
New York. a ..1 Rockefeller Plaza, JU 2-7645 


Byron Weston Co., Main St., Dalton, Mass., telephone 12 
New York. ... ere . 150 Nassau St., BA 7-2925 


West Virginia Pulp and Paper, 230 Park Ave., New York, N. Y., MU 6-8 


NN 5h. os aren ... .Enterprise Service 9-3680 
OND... wc css 35 E. Wacker Dr., FR 2-7620 
Cincinnati ...........4555 Montgomery Rd., RE 1-6350 
Cleveland... . Enterprise Service 6660 
Detroit . a 16115 Meyers Rd., DI 1-5522 
Los Angeles. ... abi .... Enterprise Service ZE 9-9898 
Milwauvkee.............. ... . Enterprise Service ZE 4086 
Minneapolis-St. Paul........... . . Enterprise Service ZE 4086 
Philadelphia . . Phil. National Bank Bldg., LO 8-3680 
SND 56.55 iy 5: 9s ows wi 436 Seventh Ave., CO 1-6660 
St. Louis ii? Des Seah Ree Solas Enterprise Service ZE 4086 


Whiting-Plover Paper Co., P.0. Box 313, Stevens Point, Wis., DI 4-310 


New York. ... ........100 Church St., BA 7-4357 





Charlotte 
Chicago 
Los Angeles. ... 


Atlanta. ... 
Charlotte... . 
Chicago 
Clifton, N. J.. 
Philadelphia... 
Rumford, R. I... 





American Cyanamid Co., (Dyes Dept.), Bound Brook, N. J., Eliott 6-2000 
Boston sane 1055 Commonwealth Ave., ST 3-6000 
. . .3333 Wilkinson Blvd., EX 9-0441 
3505 N. Kimball Ave., CO. 7-6400 
2300 S. Eastern Ave., RA 6-6411 
Philadelphia...... . .185 Commerce, Ft. Wash., Pa., Mi 6-7000 
Portland, Ore.............3145 NW Yeon Ave., CA 2-9687 


E. I. du Pont de Nemours & Co. (Dyes and Chemicals Div.), 
Nemours Bldg., PR 4-4301 
1261 Spring St., NW, TR 5-5391 


7 S. Dearborn St., AN 3-7000 


427 W. 4th St., FR 5-5561 


... .50 Page Rd., PR 3-5600 
1616 Walnut St., KI 5-1950 
50 N. Broadway, GE 4-6500 

















MEAD 
MOISTRITE OFFSET 
LOOKS GOOD 
FROM ANY 

ANGLE... 














... IN SINGLE 


COLOR This is a demonstration of MEAD 
MOISTRITE OFFSET, an uncoated 


OR FOUR COLOR grade that boasts exceptional 
PROCESS! brilliance, affords sparkling print- 


ing results and welcome economy. 
It is a fine choice for such printed 
material as calendars, posters, 
direct-mail folders, and employee 
publications. Available in twelve 
; sizes, seven weights, four finishes: 
Regular, Vellum, Fancy (eighteen 
of them), and Antique (white plus 





















eight pleasing colors) through your 
local MEAD MERCHANT. Specify 
Mead and choose from the 
world’s broadest line of fine 
printing papers. YOU GET MORE 
FROM MEAD... the moving force 
in Paper and Packaging. 


i 


? 


, Mead Papers, Inc., a subsidiary of 
_MOISTRITE OFFSET, Regular Finish, 90 ib. : ae 


The Mead Corporation, Dayton 2, Ohio 
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Permalife 


‘‘The words on the pages you are 
now reading were printed more 
than three hundred years ago. 
Through the centuries this book 
has been handled and read by 
many people; it has lived an ac- 
tive, not shelf, life; many times 
have its pages been turned, yet, 
you will note, there is little evi- 
dence, other than some slight dis- 
coloration, to indicate the paper’s 
great age.’’ 

These words could be spoken in 
all truthfulness by a_ university 
professor, librarian, or anyone 
three hundred years hence were 
he speaking of Permalife because 
Permalife, Standard Paper’s wa- 
termarked brand name for the 
paper, will actively last at least 
that long. 

To the designer and writer of 
serious books and publications of 
lasting interest this means he may 
unhesitatingly specify this paper 
knowing that centuries later, his 
work will still be as serviceable 
as the day it was printed. 

Permalife is a new chemical 
wood paper reported to exceed in 
longevity other papers on _ the 
market. 

Permalife grew out of two stud- 
ies by W. J. Barrow, an authority 
on the aging qualities of paper, 
and who is in charge of document 
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materials /yethods 


in this section we bring readers information on graphic arts materials and services. If you’d 
like more information, or actual samples, where indicated, on any item, just check the corres- 
ponding number on the form on page 107 and mail it to ‘‘Materials and Methods,’ PRINT, 
1519 Connecticut Avenue, Washington 6, D. C., or if you prefer, write on your letterhead. In 
either case, we'll be happy to forward your request. 


restoration at the Virginia State 
Library in Richmond. His study 
showed that 90 per cent of the 
non-fiction books printed in the 
United States in the past half cen- 
tury lacked the necessary strength 
and durability to guarantee a rea- 
sonable life in either use or storage 
and have a life expectancy of only 
50 years. 

These studies, sponsored by the 
Virginia State Library, under a 
grant from the Council of Library 
Resources, Ine., led to a supple- 
mentary grant made for the prime 
purpose of devising an economical 
method of manufacturing durable 
book papers. 

Among Mr. Barrow’s consultants 
was Standard’s Chief Chemist, 
A. L. Rothschild, who worked with 
him at the Herty Foundation lab- 
oratories in Savannah, Georgia, 
where the six experimental fore- 
runners of Permalife were pro- 
duced, each run producing paper 
surpassing existing commercial pa- 
pers in strength and stability. 

Because of Rothschild’s close as- 
sociation and work with Barrow, 
Standard, upon completion of their 
work, was able to move immedi- 
ately into production runs of 
Permalife. Under artificial aging 
tests developed by the National 
Bureau of Standards, and ap- 
proved by the Council on Library 


Resources, the papers made showed 
a life expectancy of more than 300 
years. 

Much interest in Permalife has 
already been expressed by paper 
merchants, university presses and 
publishers. There have been cita- 
tions and commendation from na- 
tional and international literary 
and technical societies and Perma- 
life has been adopted by a number 
of historical, technical and other 
journals. 

A number of printers and lith- 
ographers have made a variety of 
commercial runs on Permalife— 
black and white, four-color proc- 
ess, line and half tone—on differ- 
ent types of letterpress and off- 
set equipment including multilith. 
They report its stability, fold and 


tear characteristics and general 
printability excellent. 
Permalife has been used for 


magazines; books; documents; in- 
surance policies; legal, financial 
and other long-life forms. The 
American Library Association Sub- 
Committee on the National Union 
Catalog reports that the National 
Union Catalog 1952-1955 is be- 
lieved to be the first large scale 
bibliographical tool to be published 
on durable paper manufactured in 
accordance with the formula de- 
veloped by W. J. Barrow. Stand- 
ard Paper (1M) 














Filmotype 


Saves Money 
Makes Money 





There are thousands of Filmotype Photo 
Typesetting Machines around the world... 
each providing a variety of assets. But when 
the mail rolls in, the basic fact boils down 
to this: users save money, make money with 
Filmotype. 





om 
“We are pleased with the speedy production 
of fine and varied lettering and our clients are 
pleased with the sharp, clean quality lettering 
we deliver.” 


¢ Thousands of sizes and styles of Filmotype 
type and lettering! 
¢ Right from the machine, copy perfect for 
reproduction . . . takes only seconds! 
e Finest professional quality, of course, still 
anyone can produce Filmotype copy. 
¢ Pays-For-Itself Plan makes owning a 
Filmotype easy for anyone! 
Display Type in this advertisement is 
Filmotype . . . body copy is Alphatype. 


Write for complete details today! 
FILMOTYPE 


7500 McC 








Materials and Methods (continued) 


Standard italics available 


The italics of the Standard type 
series is now available in the 
United States in two weights, regu- 
lar and medium, in a range of 
sizes: 8 to 36 point in the regu- 
lar weight and 8 to 42 point in 
the medium, which is a semi-bold 
weight. These include two 24 
point sizes in each weight: a 24 
point small and a 24 point large. 
All sizes are manufactured on 
American point body. Specimen 
sheets and price information are 
available from Amsterdam Contt- 
nental (2M) 


Phototypesetting 


Three new graphic arts products, 
the first to be introduced by Kodak 
specifically for phototypesetting op- 
erations, have been announced. The 
new introductions form a_photo- 
typesetting product ‘‘family’’ of 
film, paper, and developer. 

The Phototypesetting Film, so 
designated after extensive testing 
as a special order product, is a 
high-contrast, ortho-sensitive film 
intended especially for use in Pho- 
ton machines. It produces char- 
acters of peak photomechanical 
quality—sharp, high-density im- 
ages on a clear background. The 
making of corrections is simplified 
by the film’s 5-mil acetate base 
which facilitates the separation of 
images by scoring and bending. 

The Phototypesetting Paper has 
a high-contrast, ortho-sensitive 
emulsion comparable to that of 
the new film. It yields copy for 
reproduction, with clear, black 
characters on bright, white paper. 

The Phototypesetting Developer 
has been formulated specifically 
for the new products. and is rec- 
ommended for both the new film 
and the new paper. The developer 
produces consistent high-contrast 
images over the span of a good 
working life. Eastman Kodak Com- 
pany (3M) 
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What are you hunting for? 


Nibroc Offset offers high brightness, good opacity, extraordinary strength and 
unusual dimensional stability. 


Make this Origami Flapping Bird yourself, it’s fun and it’s a good test of Nibroc 
Offset’s strength and stability. You’ll find instructions on the back of this page. 


Cartons, skids and rolls; customary sizes and weights. For samples and complete 
information write or wire Dept. PD, Brown Company, Boston, Massachusetts. 


There’s more life in NIBROC* OFFSET 
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The ancient Japanese art of Origami (paper-folding) 
has been handed down for generations in the Orient. 
All objects are made by folding square pieces of paper. 
We hope you will try this fascinating art with this piece 
of economical, free-sheet Nibroc Offset. 

If you would like copies of this series sent to you, 
write BROWN COMPANY (Paper Division). 


Another Quality Product of 


BROWN *§ COMPANY 


150 Causeway Street, Boston 14, Mass. 
Mills: Berlin and Gorham, N. H. 


Tear out page on perforation and trim area exactly square before folding. 


ORIGAMI INSTRUCTIONS — A FLAPPING BIRD 

1. Crease and unfold square of printed paper along all lines as 
shown in Figure 1. (Line A-B should be reverse fold.) 2. Bring 
points A and B together, resulting in folded square. 3. Bend 
under point C and D to center line as shown in Figure 3. Then 
do the same to E and F so that form will appear as shown in 
Figure 4. 4. Take the inside points A and B and fold them out- 
ward and upwards as shown in Figure 5. 5. Fold up flaps G and 
H as shown in Figure 6. 6. Fold point B down as shown, do the 
same to point A. 7. Tuck point A into head of bird. 8. Bend down 
wings as shown in Figure 9. 9. Hold breast bone and pull tail 
to make wings flap. 























Materials and Methods (continued) 


Promotional paper clip 


This plastic paper clip comes in a 
variety of white and colored plas- 
tics. Imprinted in any color, any 
type message, trademark, slogan, 
or line artwork. For advertising, 
public relations, sales promotions, 
inter-organizational, filing, or any 
type of identification use. Also 
supplied plain, without imprinting, 
and can be wax-pencil-marked, 
erased, re-marked and reused hun- 
dreds of times. Used like ordinary 
paper clips for correspondence, ad- 
vertising, bills, forms. Non-stain- 
ing, non-rusting. Assortment of 
samples, and information from 
Gladen Enterprises (4M) 


Printing paper display 


A printing paper display for use 
by local craftsmen’s clubs will be 
shipped free to any local erafts- 
men’s group for display at elub 
meetings or for educational promo- 
tions. The 14-foot display features 
Kimberly-Clark’s periodic samples 
for printing papers, the popular 
‘‘Let’s Swap Ideas’’ contest for 
the graphic arts industry, and edu- 
cational booklets published by the 
company. Requests for use of the 
display may be made through 
Kimberly-Clark printing paper 
salesmen, or by writing Kimberly- 
Clark (5M) 


Paper weight calculator 


Turn the wheel of one side of this 
calculator to your paper weight 
question, and the answer automati- 
cally appears below. Turn the 
wheel on the other side to your 
paper type problem and you get 
more solutions. Free on request. 
Mead Papers (6M) 
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Folio Medium Extended with 
Extended with Italic 
lio Medium Extended 











xtended with Italic 
ium Extended & 


edium 


nded 
Folio! 


roman, 8 to 66 point. 
italic 16,18, 36 and 42 point, available now. 
For full information write to: 


BAUER ALPHABETS, INC. 
305 East 45th Street, New York 17, N.Y. 
Murray Hill 6-1761-2-3 



























Want to send 
this issue to 
your friends 
in Europe? 





At three times the price, 
you can't buy a better luci! l 
SOLD DIRECT ONLY 

with a ten day | 
money-back GUARANTEE 
18”x 24” focal plate, 

17”x 23” copy board. 
Four dia. up or down. 


Just mail their 
names and addresses 


<c> 


with $1.50 Hundreds sold to the 

nation’s top firms... 

per copy to never a return! 
PRINT | 198” complete with a 

Raptar F 4.5 lens 


Circulation dept. 


1519 Connecticut Ave. 
Washington 6, D. C. 


Send for literature today! 
LUCYGRAF Mfg. Co. 
1929 N. Hillhurst Ave. 
L.A. 27, NO. 1-0637 














Materials and Methods (continued) 


papers and magazines, as well as 
commercial printing, lithography 
or gravure work. It is not suit- 
able for color photography. 

The basic principle of the proe- 
ess is that artwork is rendered with 
materials and color pre-separated 
by the artist. Each of the primary 
colors is drawn or painted on a 
separate, transparent film. When 
these films are superimposed, the 
artist can see how the finished illus- 
tration will look when reproduced. 
The materials used are powerfully 


Color “ ° 
photographie under ultra-violet 


A process that claims to reproduce 
full color artwork for less than 
half the usual plate costs has been 
developed. 

Called ‘‘ Flouro-Color,’’ the proe- 
ess eliminates color-separation and 
color re-etching work in plate mak- 


light, achieving an automatic drop 
out of halftone dots in highlights 
and background. Original art may 
be rendered in line, wash, air- 
brush, pencil, or any combination 
of these. New effect, textures, pat- 
terns, brush and stipple techniques 


ing. It was developed for repro- 
ducing advertisements in 


ean be obtained. Printing Arts 


news- Rescarch Laboratories (7M) 





Special Introductory Offer 
to PRINT Readers 


PACKAGING DESIGN 
One year—6 issues—$6 (regularly $9) 


Carey has the Gift 
for Old Fashioned Thrift 


It's an old Carey custom to pro- 
duce BIG printing runs at BIG 
savings. Whether it's sheet-fed 
or roll-fed letterpress, roll-fed 
offset, in one, two, four and five 
colors — count on Carey for 
substantial savings. That's why 
shrewd printing buyers usually 
call Arthur Friedman, sales mgr. 


Please use the coupon below. 





Please enter my subscription to PACKAGING 

DESIGN—beginning with the current issue— 

on a “satisfaction guaranteed” basis. 

[] | year — $6 C] 2 years — $10 
(regularly $9) (regularly $15) 


‘e Bill me 
Title 





[_] Payment enclosed 
Name 

Company - 

Address 

City and State 


PACKAGING DESIGN 
Circulation Department 
1519 Connecticut Avenue 


y Washington 6, D. C. 
7 CAREY PRESS CORPORATION ‘“® 


406 WEST 31st STREET ¢ NEW YORK 1, N.Y. © CH. 4-1000 











total realism... 


on Wausau’s Everest Text 


Reproduced with such complete faithfulness, the Cellutex ‘'400" napkin below virtually 

asks to be lifted right off the page. To assure this ‘nearest thing to actual sampling” effect in 
its national insert ad campaign, Hoffmaster Company, Inc., selected startling white Everest 
Text. Capturing and radiating the full richness and softness of this handsome white-white 
napkin is no easy task. But we believe you'll agree that this fine Wausau sheet does it 
beautifully. Isn't this the kind of total realism you want in your printed pieces, too? 


turn page please 


























Everest Text is. brilliantly whiter and brighter sheet with outstanding opacity, foldability, 
and printability. Ideally suited for either offset or letterpress. Stocked in sizes and weights shown below (samples 
on request). 














Standard Sizes 
(grain underlined) 


Substance 


Finish Basis 25 x 38 Colors Pertinent Data 












23 x 29 
















Vellum 








(Vellum) 
with 
“Snow Crest" 
Finish 














20 x 26 
23 x 35 
26 x 40 
35 x 46 


basis 20 x 26 coverweight 


65, 80 


Vellum 
23 x 35 
(Vellum) i Minimum order: 
with 25 x 38 70, 80 White one (1) carton of 
“Snow Crest" a only one standard size 
or 35 x 45 
“Ripple” _ 
Finishes 38 x 50 





White 
only 


Same as above 

















DISTRIBU’ 


Alexandria, La. Bancroft Paper Co. 
Baltimore, Md. Stanford Paper Co. 
Baton Rouge, La. Bancroft Paper Co. 
General Paper Co., Inc. 
Beaumont, Texas 
Magnolia Paper Co. 
Bellows Falls, Vt. 
Mt. Kilburn Paper Co., Inc. 
Boston, Mass. Empire Paper Corp. 
Pilgrim Paper Co. 
Shawmut Paper Co. 
Brooklyn, N.Y. 
Price Nocks Paper Co., Inc. 
Buffalo, N.Y. 
The Union Paper & Twine Co. Inc. 
Cedar Rapids, lowa 
Evans Paper Co. 
Charleston, West Va. 
The Chatfield Paper Corp. 
Charlestown, Mass. 
Warren L. Wheelwright Paper Co. 
Chicago, Ill. Berkshire Papers, Inc. 
La Salle Paper Co. 
Reliable Paper Co. 
Warner Paper Co. 
Cincinnati, Ohio 
The Chatfield Paper Corp. 



























eapeeapage DUPLICATOR - 


TEXT 


WAUSAU 


BROKOTE + EXACT 





TED BY 


WAUSAU BOND + WAUS 


Columbus, Ohio 
The Scioto Paper Co. 
Corpus Christi, Tex. 
Magnolia Paper Co. 
Dallas, oe Western Paper Co. 
Dayton, Ohi 
The Chatfield Paper Corp. 
Denver, Colo. Jensen Paper Co. 
Des Moines, lowa 
Newhouse Paper Co. 


Detroit, Mich. 
The Union Paper & Twine Co. 
of Mich. 
Fargo, N. D. Fargo Paper Co. 


Fernwood, Pa. 
Fort Wayne, Ind. 
The Chatfield Paper Corp. 

Fort Worth, Texas 
Western Paper Co. 


Arrow Paper Co. 
Wilson Paper Co. 


Pontiac Paper Co. 


Freeport, Il. 
Galesburg, Ill. 
Galveston, Texas 
Magnolia Paper Co. 
Grand Fork, N.D. Fargo Paper Co. 
Grand Rapids, Mich. 
Grand Rapids Paper Co. 


RO? EN 


Great Falls, Mont. 


Great Falls Paper Co. 


Green Bay, Wis. 


Steen Macek Paper Co. 


Hartford oy Ind 


he Chatfield Paper Corp. 


a. N.Y. 


Capstone Paper Co. 


Houston, Texas 


Magnolia Paper Co. 


Huntington, West Va. 


The Chatfield Paper Corp. 


Indianapolis, Ind. 


The Chatfield Paper Corp. 


Jackson, Mich. 


The Union Paper & Twine Co. 
Jackson, Miss. Barefield Paper Co. 


Kansas City, Kan. 


Wyco Paper Co., Inc. 
Kansas City, Mo. B & J Paper Co. 


Kingsport, Tenn 


The Chatfield Paper Corp. 


Los Angeles, Calif. 


Columbia Paper Co. 


Louisville, Ky. 


The Chatfield Paper Corp. 
Lubbock, Texas Western Paper Co. 


PES » WAUSAU MIMEO 


WAUSAU LEDGER » WAUSAU INDEX 
ER + EVEREST TEXT and COVER 


WAUSAU TEXT ENVELOPES - BROKAW OPAQU 
BOND + EXACT MIMEO - 

UPLICATOR + EXACT LEDGER - REGIS 
AND WAUSAU'S COMPLETE LINE OF CUT-SIZE OFFICE PAPERS 


E 
EXACT 


STER BOND + SPECIALTIES 


OFFSET 


WAUSAU PAPER MILLS COMPANY 
at BROKAW, WISCONSIN 


SPECIAL SIZES OF PAPER AND COVERWEIGHTS: Minimum order: sixteen (16) cartons of one size. 10% penalty upcharge added on orders of less than 
5,000 Ib. Special sizes to be manufactured when making finish and weight. SPECIAL WEIGHTS OR COLORS: Consult mill for acceptance. 


McAllen, Texas Magnolia Paper Co. 
Madison, Wis. Westport Paper Co. 
Milwaukee, Wis. 


Reliable Paper Co. 
Sensenbrenner Paper Co. 


Minneapolis, Minn. 
Minn. Paper & Cordage Co. 


Minot, N.D. Fargo Paper Co. 
Moline, Ill. Carlson Brothers 
Monroe, La. Bancroft Paper Co. 


Nashville, Tenn. 
Clements Paper Co. 
Natchez, Miss. Bancroft Paper Co- 
Neenah, Wis. Sawyer Paper Co. 
New Orleans, La. 
Sam A. Marks & Co. 
New York, N.Y. 
Perkins-Goodwin Co. 
Oakland, Calif. Bayside Paper Co. 
Phoenix, Ariz. 
Grand Canyon Paper Co. 


Pine Bluff, Ark. 
Smith Paper Products Co. 


Pittsburgh, Pa. 
Brubaker Paper Co. 

The Chatfield & Woods Co. 

of Pa. 
Portland, Ore. 

Paper Mills Agency of Ore. 
Providence, R.1. Roberts Paper Co. 
Rochester, N.Y. 

The Printers Supply House 
Rockford, lil. 

Northland Paper Co. 
St. Louis, Mo. 
Shaughnessy-Kniep-Hawe 


Paper Co. 
St. Paul, Minn. 
Minnesota Paper & 
Cordage Company 
San Diego, Calif. 
Columbia Paper Co. 
Shreveport, La. Bancroft Paper Co. 
Tyler, Texas Western Paper Co. 
Visalia, Calif. 
Caskey Paper Co., Inc. 
Washington, D.C. 
Stanford Paper Co. 
Wausau, Wis. — Specialty Co. 
Winston-Salem, N. C. 
The Chatfield Paper Corp. 
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Vew color proof 


A negative-acting pre-press color 
proof that can be processed and 
ready for viewing in ten to fifteen 
minutes has been introduced in the 
Philadelphia and Oklahoma areas. 
National distribution is expected 
in mid 1961. 

The new method provides a fast 
and standardized pre-press check 
of eolor break, value and register 
before the lithographic plate is 
made. It is said that the need for 
press proofing is greatly reduced, 
and a dark room is not needed. 
The proof can be processed in hot 
or humid conditions and shelf-life 
is eight months or more and the 
colors do not fade after exposure. 
Because it lies flat, the colors stay 
in register. 

Ten colors are available, in- 
cluding black, cyan, magenta, yel- 


low, green, orange, red, dark blue, 
brown and white. Because all col- 
ors have the same exposure time. 
four colors usually can be proc- 
essed at the same time. 3M Com- 
pany (SM) 


Compact photo studio 


An eight-page booklet describing 
the ‘‘Filmostat’’—which is a stat 
camera, film process camera, en- 
larger, contact printer and ‘‘Lucy’’ 
all in one—and which is shown to 
have advantages such as_ being 
portable, convertable, compact, ex- 
pandable, and economical for art 
studies, advertising agencies, print- 
ers, and others in the field. Stat- 
master Corporation (9M) 


Continued 











Please see that I receive, without obligation, 


the items checked below: 


O 1M O 9M 
0 2M O 10M 
0 3M O 11M 
0 4M 0 12M 
0 5M 0 13M 
0 6M 0 14M 


0 7M 0 15M 
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1519 Connecticut Ave., Washington 6, D, C. 
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Materials and Methods (continued) 


Paper samples 


A sample and specification booklet 
gives popular weights, wove, laid 
and ripple finishes, white and 11 
colors plus matching envelopes. 
Available through distributors or 
by writing Wausau Paper Mills 
(10M) 


Estimating kit 


This ‘‘estimating kit’’ can be used 
to predetermine the cost of a full- 
color printing job. It contains sep- 
arate sections on photography, color 
separations and printing, each with 
a price list and illustrations. Free 
from Colorcrafters (11M) 


Alphabet thesaurus 


The 1961 Photo-Lettering Annual 


Supplement to its encyclopedic 
Alphabet Thesaurus has just been 
published. This 36-page brochure 
presents the most recent designs 
and what’s new. Featured in the 
1961 Supplement is new—Spectra- 
Krome—a completely photographic 
color process designed for use in 
client presentations, finished comps, 
tv cells, package designs, displays. 
Available from Photo Lettering, 
Ine. (12M) 


Scheduling system 
Here is a compact model visual 
control board that can be used for 
production control and scheduling. 
Consists of a stationary index and 
an endless, transparent, plastic 
sleeve that moves across a fixed 
grid. Entries are made with a 


Continued 





CHMILION 


...and YELLOW, MEDIUM 
GREEN, LIGHT 
TURQUOISE BLUE, LIGHT 
match the other 
AAAA COLORS. 


Fast drying ¢ Non-streaking 
Always fresh and ready-to-use 


34” x 4” Tube... 45¢ each. 
Designers sets 26-7, 26-13, 26-26 
at your Artists’ Material Dealer. 


(| RUMBACHER 


- ARTISTS’ MATERIAL 


460 West 34th Street, N. Y. 1, N.Y. 


























Materials and Methods (continued) 


marking pencil and removed with 
a wiping cloth. As the plastic 
sleeve is turned ahead each day 
or week, all schedules automatically 
move up, so that no deadlines or 
appointments can be overlooked. 
Can be carried to meetings. Con- 
ley, Baltzer & Steward, Rol-O- 
Chart Division (13M) 


Cold type book 


Here is a 68-page type specimen 
book illustrating over 300 type 
styles and sizes. Offers pointers 
on type selection, layout and paste- 
up procedures. Fototype (14H) 


Sample swatch booklet 


Two new paper sample swatch 
booklets, each containing seven pas- 


tel colors and one white, are offered 
to show how a Satin Shell finish 
looks when applied to uncoated 
offset and vellum sheets. Beckett 
Paper Company (15M) 


Minipiz stamps 


Have you heard about Minipix 
Stamps? Featuring full-color re- 
production from any 35 mm color 
slide, Minipix stamps travel free 
on letters, bills, envelopes, cireu- 
lars, bags, cartons, autos—anything 
to which they can be stuck. They 
have been used to add a dash of 
color to ads in trade magazines 
and newspapers. Because their 
cumming is invisible until moist- 
ened, they can be used as package 
inserts, mail-stuffers and souvenirs. 
The Minipix Company (16M) 








HE 
WANTS 


c, 6 


GOTHIC 


Why argue? Everybody wins with SPEEDBALL. Five styles and 36 points . . . 4 Steel 
Brushes . . . give you the widest choice of lettering combinations or finished drawings with 


a flair. For professional work specify SPEEDBALL. 


* 


ROMAN 


_cs" SPEEDBAL 


BRUSHES FLICKERS ~ 


C. HOWARD HUNT Pen Co., Camden 1, NJ. 








It's not the client who pays... 
..YOU DO! 


Sooner or later, every ad agency and art service will realize that more and more 
clients are rebelling against the high cost of advertising services. 








Hundreds of valuable man-hours are wasted in traffic with ‘‘outside’’ sup- 
pliers of Stats, Photo-copies, Film and Veloxes. Costly delays are a constant 
source of needless irritation. Exorbitant overtime, minimum and special service 
charges take a big chunk out of every advertising dollar. 


Can you afford to cling to these ‘‘horse and buggy’’ methods and practices, 
purely for the sake of tradition? The old cliche, ‘‘It’s the client who pays,”’ is 
no longer a safe argument. Don’t jeopardize your present accounts, but attract 
new ones by making photography a vital adjunct to your business. 


It’s costing you plenty not to have a FilmoStat! This one single, compact, 
economical unit will consolidate all your photo services and enable you to offer 
your clients, the finest, sharpest, most accurate, reproduction quality work... 


the utmost in speed, economy and versatility ... any time of the day or night, 
every day of the year. 


You can LEASE or BUY a 
masta 


for only per day 


No capital investment required. Price in- 
cludes FilntoStat with darkroom, accessories 
and _ installation. 


so RENT a FilmoStat 
...for a week, a month, a year or a lifetime! 


On the next eight pages, see for yourself why the FilmoStat 
_..is the world’s most versatile reproduction camera. »)! 


STATMASTER CORP. 3552 East 10th Court - Hialeah, Florida - OX 1-5730 
oe — gr 7 a a tact Bh i i ERO ee ee ER ERAS ESOC I SE STMT ee ee RR MR ee 
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..that makes anyone ...a photographer today! 
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is fast... accurate...easy to operatel 


Here is an entirely new concept in camera engineering . . . designed to meet every space and 
budget requirement. This versatile, streamlined and economical all-in-one unit, provides a 
“maximum” of professional photo services, with a minimum of effort, training and expense. 


all incorporated into a fully equipped, portable 
darkroom, that occupies only 48" x 48" of floor space! 


Everything about the FILMOSTAT suggests 
the magician’s touch.There are no gears, cranks 
or electric motors, yet the copyboard and lights 
travel up and down so quickly and easily...it’s 
almost like “sleight of hand.” 


The unique adapter back travels with the same 
ease and is split vertically to permit quick inser- 
tion of all types of paper and film, any size 
up to 14 x 18 inches. 


Calibrated scales make focusing unnecessary. 
Enlargements or reductions, right reading or 
wrong, from paper or film, can be achieved 
instantly, up to 350% in one shot. 


Lights in tilting reflectors, can be raised or low- 
ered to illuminate objects as well as flat copy. A 
Cold Cathode grid, 12 x 15 inches, built into 
the copyboard, transforms the FILMOSTAT 
into an Enlarger for black and white or color 
film projection. 


Visible viewing before and during exposure as 
well as visible developing eliminate guesswork 
and save time and materials. 





No Knowledge of photography is required! 


Anyone... on your present staff, 

can make the finest, reproduction quality 
GLOSSY or MATTE STATS and 
PHOTOPRINTS, Enlarged or Reduced, 
Negative or Positive, in Line or Continuous 





Tone, any size, (up to 14”x 18”), 
on any grade or weight of paper, for less 
than 10% of your present costs. 





... for simplicity of operation . . . reproduction 
quality, versatility, speed and economy! 





Place copy on copyboard at given scale. 
Set adapter back at corresponding scale. 
Cut paper and insert in adapter back. 

Set electric timer and expose. (Photo not shown) 


Develop and fix visibly in trays. 





Squeegee after washing, place in dryer. 





: _ It takes less time for any member of your staff, to make a Stat or Photo-print, 
than it does to mark up the copy, write out a purchase order and call the supplier! 
Most important . . . the time lost in waiting for prints is ‘‘money down the drain.”’ 








CAMERA! 


Now... you can make your own film negatives or positives 
for photo lithography or photo engraving 


RIGHT READING NEGATIVE 
The unique simplicity of the FILMOSTAT 


enables even a novice to make film copies in aa 
A man really worth watching 
Line or Continuous Tone, enlarged or reduced, ’ 


, ; we will have at least one 
right reading or wrong, negative or positive 
...in a few minutes . . . with as little as a half FN 


| 
wey 

- dw 
To make a film copy from original art or photos, A: 
the same procedure as making a Stat is followed, 


hour’s instruction. 


but instead of placing paper in the adapter back, 
you may use any type or grade of film. Develop- 
ing and fixing are done with the same solutions 
as paper. Statmaster exclusive chemical for- 
mulas are multi-purpose . . . one basic solution 
handles every type of paper and film. 


Statmaster Developer and Fixer are made up 
in concentrated liquids and come packaged in 
gallon bottles. To mix, use one part of chemical 
solution and add eight parts of cold water. 


Photo below is a repro- 
duction of the finished 
print made from set-up 
at right. Prints from 
the negative can be made 
any size, in right or 
wrong reading position. 


IS A“ SNAP" WITH THE FILMOSTAT! 


Photos or Stats from small objects, can be 
made in perspective or “head-on” by placing 
objects directly on the copyboard or on a tilt 
table which sets on the copyboard. 


Shown in circle, is an actual object set-up. 
The tilt table also makes it simple to photo- 
graph any flat copy in a variety of perspec- 
tives, curves, etc. Contact prints can be made 
from paper to paper, paper to film, and 
film to film. 
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really worth watching 
will have at least one 
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classic rightness of Pendleton 


y of Pendleton’s Pure 100% virgin 


At fine stores everywhere 


SQUARE HALFTONE AND LINE Copy 


i is 

To make a screened negative, a sont ae 

laced in direct contact with the film. pers 

: educing the image that is being pro) - 
Suikia to achieve a wide range of dot sizes 


Others see it, you feel it. . . the classic rightness of Pendleton 
sportswear. It’s the vitality 
n, 
one contact scree 


of Pendleton’s pure 100% 


Virgin 
wool, the careful tailoring, the richness of Pendleton’s 
: ing or colors and patterns. Pendleton plaids give you Style, as well 
ed, right read ” 

can be screen my 5 as comfort and confidence. 
es or silhouette halftones. Drawings, 

re 
wrong, as squa 


Choose a Pendleton. 


i reened as 
paintings or wash renderings can be sc 
“drop-out” halftones. 


At fine stores everywhere 





AUTOMATIC DROP-OUT AND LINE Copy 
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covers a 12 x 15 in. area with perfect illumi 
tion for projection of any type of black 
white film or color transparencies. 


Enlargemen: 
and reductio: 
up to 350% | 
‘one shot ¢an bh 
made witho: 
the aid of au 


iliary lenses. 


Photo above shows film negative being placed over 
light source. Multiple negatives or a positive and nega- 
tive can be projected simultaneously or consecutively 
on the same sheet of paper, to achieve sur-printed out- 


line and third dimensional effects. | e 
Shown here is a portion of a square halftone nega- 4 | Li 
tive that has been screened 35 lines to the inch. 
, America’s Graphic Design Magazine 
‘This illustrates a velox print from above negative, 


which has been reduced to produce a screen of 100 ie 

lines per inch. By enlarging or reducing image during : 4 : For the Art Director or Designer ... 
screening or when making finished veloxes, the dot ' 
sizes can be controlled from 30 to 150 lines per inch. 


For the creative Advertising Executive ... 


For the man engaged in Production . . . 
With the aid of a special holder, 24 x 2% film slides 
can be made from color or black and white copy for 
slide projection at sales meetings or TV news shots. 


Black and white negatives and positives can be 
made from 35mm color or any size color film. 


Enlargements up Sseseaeaae 
to 12 times size “3 
1 
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can be achieved in i 
one negative and : Lit. 

one positive from ' ws - 
the original .. . : i st 
whether the copy a 
is in line, continu- 
ous tone or color. 
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You have no “deadline” worries 


: 
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. sets up anywhere in a few hours. 

. mounts theoush darkroom wall. 

. takes up a minimum of floor space. 
.. build any size darkroom around it. 
.. uses cut sheets of paper or film. 


{ 


. handles every photo-copy job. 


Glossy or Matte Stats in Line or Continuous Tone. Photo above shows the FILMOST AT 


Litho Film, Halftone Film, Screened Film. without darkroom .. . installation 





; . through any existing wall takes but 
Photo-copies from Color or Continuous Tone Film. a few hours. 
Photos or Stats from objects, in Line or Tone. Steel angle on either side of vertical 


operator enables it to be mounted 
flush to face of darkroom. An open- 


Velox prints from 30 to 150 screen. ing 20° x 24° in wall permits -th 
horizontal section to pass through. 


Acetate overlays, Bas-Reliefs, Sur-Printing. 


Both sections are ‘then locked in 
position and since the unit is com- 


pletely electrified, it is ready to 
operate simply by plugging it into 
: the nearest 110 volt outlet. 

ART STUDIOS ADVERTISING AGENCIES All Statmaster units have the same 
basic features a d princi ye of oner- 
LITHOGRAPHERS DEPARTMENT STORES ct MME 
PRINTERS TYPOGRAPHERS LIBRARIES detail, every Statmaster is precision- 
; ‘ed, constru ted with the it- 

MAIL ORDER HOUSES OFFSET PRINTERS cee: oe ee 
most care an comes completely 
INSURANCE COMPANIES CHAIN STORES equipped with the finest laborator) 


ks 
tested materials. 


DESIGNERS SCHOOLS. LABEL PRINTERS 
PHOTO ENGRAVERS PHOTOGRAPHERS lt ia Mt ltendl die tities tile cic 
PUBLISHERS SALES ORGANIZATIONS require @ minimum of maintenance. 
in-plant ART DEPARTMENTS in INDUSTRY 


There are four models to choose from 











The FILMOSTAT cuts your stat, film, 
at-Uiiielal-Mer- tale mm olale) (okomere) o)’Mretel-) t-) +S {Oe fe) 4 h 


Statmaster 
price 


STATS (line or half-tone) (Glossy or Matte) 8x10 | $.75 |$.08 
COPY-PRINTS (from film negs.) 8x10 | 1.50 
COPY-NEGATIVE (line or half-tone) 8x10 | 2.00 
FILM NEGATIVE & print (from object) 8x10 | 7.50 
SCREENED VELOXES (from 35 to 150 screen) 8x10 | 6.50 
SCREENED VELOXES (with drop-out) 8x 10 |10.00 
HALFTONE PRINT (from color transparency) 8x10 | 7.50 


Commercial Prices have been compiled from many sources to obtain an aver- 
age. Statmaster prices include cost of sensitized materials, chemicals, light, 
power, etc., and average less than 10% of commercial prices. Smaller sizes 
are far less, a 4x 5 for example is only 2c each. 





STATMASTER CORP 


544. DECORATIVE ALPHABETS & INITIALS, A. 
Nesbitt. Fabulous swipe-file, idea source, for 
letterers, layout, ad men, designers, craftsmen, etc. 
Over 3900 attention-getting initials, rare speci- 
mens, all copyright free! Anglo- Saxon manuscript 
initials, Celtic, Gothic, French, German designs, 
incunabula initials, 19th century ‘weedy jungle,” 
thousands more. 192pp. 7%x 10%. 

Paperbd. $2.25 

557. STYLES OF ORNAMENT, A. Speltz. Largest 
collection of copyright-free ornament and motifs in 
print! Over 3750 illustrations, all in clear line, 
from antiquity to late 19th century. Jewelry, 
weapons, carvings, shields, keys, inlay work, altars, 

marquetry, many, many more. Reproduce in ads, 
craftwork, use as source of authentic period orna- 
ment, etc. Complete index. 640pp. 6x9. 

Paperbd. $2.25 





421. THE DIDEROT PICTORIAL ENCYCLO. 
PEDIA OF TRADES AND INDUSTRY. Remark- 
able set of 485 copperplates from 18th century 
high point of French engraving, Diderot’s 
famous encyclopedia! Single plates have sold 
for up to $15 each! Hundreds of 18th cen- 
tury trades and industries pictured; practically 
a pictorial record of 18th century working 
life from agriculture to vat dyeing, winemak- 
ing. Many plates in sequence, showing entire 
operations. Plates teem with life: men, women, 
kis: largest collection of working figures 
in print! A real value for copperplate con- 
noisseurs, but also for artists, admen. Free 
reproduction rights! Use for old vs. new 
contrasts, etc. 9x12. Two volume set, cloth- 
bound, boxed, $18.50. 











241. AN ATLAS OF ANATOMY FOR ARTISTS, 
F. Schider. Completely revised, augmented edition 
of standard work for medical illustrators, figure 
artists. 163 plates, over 590 drawings, photos, 
(many in 2-color) of muscles, bones, tendons, 
veins, action shots, -. models. _Vesalius, 
Rubens, Muybridge, etc. 192pp. 7% x 10%. 

Clothbd. $6.00 

82. AN ATLAS OF ANIMAL ANATOMY FOR 
ARTISTS, Ellenberger, Baum, Dietrich. Standard 
text for artists, illustrators, enlarged by 22 new 
plates. Horse, dog, lion, cat, deer, many more, 
shown in surface features, progressive beneath-the 
skin views, cross-sections. 99 illus. of horse 
alone! 288 illus. 153pp. 9x 11% 

Clothbd. $6.00 





475. CALLIGRAPHY, J. G. Schwandner. First 
reprinting in 200 years of one of legendary 
books of graphic arts. Original copies bring 
up to $500 on rare book market. Meets needs 
of art directors, commercial artists, craftsmen 
for incredibly beautiful, delicate artwork that 
suggests elegance, sophistication, antiquity, 
quality or sheer beauty when reproduced on 
ads, labels, packages, craftwork, letterheads, 
cards, etc. Over 300 rare calligraphic initials, 
over 150 elaborate panels (put in your own 
message), over 200 flourishes, over 75 cal- 
ligraphic pictures of cherubs, lions, grey- 
hounds, temples, etc. All copyright free! 
369pp. 9.x 13. Clothbound $10.00 











433. SILK SCREEN TECHNIQUES, Biegeleisen, 
Cohn. Complete step-by-step instructions for fast- 
est growing graphic arts technique! Build inex- 
pensive screen, print on any flat surface! All five 
major stencil methods described, diagrammed. Use 
with swip-file books for unique posters, cards, fine 
art, textiles, etc. 149 illus. 20Ipp. 6%x9%. 

Paperbd. $1.45 

520. PAINTING IN» THE FAR EAST, L. Binyon. 
Famous historical treatment excellent as source of 
new art ideas, methods, techniques tor Western 
artists. Clearest explanations of Oriental concepts 
of line, color, form; easy-to-follow history of 
Chinese, Japanese periods, art forms; screen paint- 
ings, prints, ukiyoye, etc. 42 photos, many new 
in this edition. 317pp. Paperbd. $2.00 

162. THE BOOK OF SIGNS, R. Koch. Rare 
swipe-file of over 490 symbols, signs: crosses, 
monograms of Roman emperors, astrological, 
chemical, botanical symbols, runes, housemarks, 
many others, all authentic. Taken from coins, 
churches, ancient manuscripts, pottery, catacombs, 
etc. Sold for $20 when out of print! Use copy 
right free! 104pp. 6% x 9%. Paperbd. $1.00 

53. LETTERING & ALPHABETS, J. Cavanagh. 
First, inexpensive edition of Cavanagh's ‘‘Letter- 
ing,” complete and unabridged! One of most valu- 
able handbooks on commercial artist's shelf, in- 
= pene for layout men, designers, letterers. 

course covers 89 basic hand-lettering styles 
with pen, brush; complete directions and com- 
plete sample alphabets of all —: 121pp. 9% 

x 8. Paper $1.25 

125. HANDBOOK OF DESIGNS & DEVICES, Cc. 
P, Hornung. Complete, 2nd revised edition (origi- 
nally pub, at $6.00!) of Hornung’s collection of 
1836 design variations of circle, band, line, tri- 
angle, star, scroll, fretwork, etc., for any motif 
Purpose. ‘‘A necessity to any designer who would 
be original without having to labor heavily,” 
Artist and Advertiser. 260pp. 5% x 8. 

Paperbd. $1.90 


427. THE HISTORY & TECHNIQUE OF LETTER- 

G, A. Nesbitt. Invaluable to artists who work 
with type. Provides historical, artistic, typo- 
graphical information; gives new insights on work 
of Baskerville, Bodoni, Bell, Durer, Garamond, 
Jenson, Koch, Morris, Weiss, dozens of others. 
Only inexpensive history of lettering in print! 
317pp. 6%x9%. Paperbd. $2.00 

274. DESIGN FOR ARTISTS & CRAFTSMEN, L. 
Wolchonok. Most thorough course ever written on 
creative design! Step-by-step instructions teach 
sure-fire methods. Start with common objects, end 
with original, striking designs by using reduplica- 
tion, simplification, rotations, etc. 113 exercises 
1300 illus. 7%x 10%. Clothbd. $4.95 

203. ANIMALS IN MOTION, E. Muybridge. 
Largest photographic source of animal models ever 
printed! 34 different animals (including lions, 
mules, guanacos, gnus, eagles, camels), over 3919 
individual photos, in 1/1600 second action-strips 
See difficult to-follow action, find models for every 
art purpose. Excellent for sketching 380 plates 
440pp. 7% x 10%. Clothbd. $10.00 

582. THE STANDARD BOOK OF QUILT MAK- 
ING & COLLECTING, M. Ickis. Unusual folk-art 
for hobby, profit, but also source of traditional 
patterns for other crafts, arts: Tree of Life, Oak 
Leaf, Star of Bethlehem, Birds in the Air, etc. 
Over 150 basic patterns, full directions for “or | 
bene: everything else. 483 illus. 287pp. 

fy, Paperbd. $2.00 





122,123. A HANDBOOK OF EARLY AD- 
VERTISING ART, C. P. Hornung. Revised, en- 
larged edition of perhaps most wanted artwork 
source in print. Over 2,000 illustrations of 
old automobiles, hands, birds, shop scenes, 
allegorical figures, horses and wdhidies. trade 
cuts, etc.; over 4,000 typographical specimens; 
all copyright free. ‘With the demand today 
for old cuts and old type, this set is almost 
a must for artists, printers, designers and 
agencies . . . An unending source of ideas oT 
An almost inexhaustible swipe-chest,’"”’ CA 
( The iy of Commercial Art), March, 
1960. Vol. 1, Pictorial; Vol 2, Typographical. 
$10 each if’ ordered separately. Total of 
575pp. 9x12 

Two volume set, clothbound, $18.50 











512. PROCESSES OF GRAPHIC ARTS REPRO- 
DUCTION IN PRINTING, H. Curwen. Basic graphic 
arts information for any artist. Explains cuttings, 
engravings in wood, linoleum, copper; drypoint, 
aquatint, mezzotint, etching, die sinking; all “ % 
photographic methods, halftones, line, etc. 
pecially extensive, clear exposition of lihosraphy! 
200 illus. 143pp. 5%x 8%. Clothbd. $4.00 


84. DESIGN MOTIFS OF ANCIENT MEXICO, J. 
Enciso. Attention textile, pottery, cermics design- 
ers!’ Rare collection of pre-Columbian motifs 


SAVE THiS PAGE! 


Check this page for unusual values in Dover art books. 
inexpensive reprints of famous works, valuable hard-to-find 
clothbound originals! Art, art history, design, drawing, lettering, 
crafts, artwork sources, many more! $1.45 to $18.50 each! 


432. THE HUMAN FIGURE, J. Vanderpoel. 
Learn to draw nude male, female body from fam- 
ous figure artist. Expert pointers on anatomy, 
facial expressions, musculature, in extensive text, 
illustrated by over 420 pencil and _ charcoal 
sketched by author. 142pp. 6x9 Paperbd. $1.45 





204. THE HUMAN FIGURE IN MOTION, 
Eadweard Muybridge. The largest selection 
ever printed of Muybridge’s famous high speed 
action photos of human figure in motion. A 
classic of photography and still the most ex- 
tensive collection of mude and _ semi-nude 
models available anywhere. 4789 individual 
photos illustrate 162 actions at shutter speeds 
up to 1/1600 second: men, women, children 
running, carrying, lying down, rising, dressing, 
undressing, throwing, hurdling, walking, bend- 
ing, twisting, over 150 other actions. Not 
posed shots, but | true stopped motion. “A 
must for artists,’ Art in Focus. “An un- 
paralleled dictionary of action for all artists, 
American Artist. 390 full-page plates. Heavy 
glossy stock. Reinforced binding. 7% x 10%. 

Clothbound $10.00 











396. AFRICAN SCULPTURE, L. Segy. Get are 
ideas from exotic, primitive masks, fertility figures, 
ceremonial objects, of over 50 West and Central 
African tribes! Over 95% pictured here for first 
time! 164 unusually clear photographic plates. 
244pp. 6x9 Paperbd. $2.00 
. 302. HANDBOOK OF ORNAMENT, F. Meyer. 
Basic collection of all-purpose artwork that would 
take years to duplicate. Over 3300 designs and 
ornamented artifacts from Greek, Roman, Medi- 
eval, Renaissance, Baroque, 19th century, etc., 
origins. ‘‘A must for artists, designers, illustra- 
tors," Art in Focus. All in line, all copyright 
free! 554pp. 5%x8 Paperbd. $2.25 

169. BASIC BOOKBINDING, A. Lewis. Bind 
old books, new paperbacks in your owa cloth, 
leather, etc., covers! Step-by-step elementary text 
gives can't-miss directions. By first-prize-winner 
of British national competition. Highly practical 
craft, spare time hobby. 155pp. 5%.x 8. 

Paperbd. $1.35 


New 


originally sold in hardcover for $17.50! Plumed 
serpents, calendar elements, dancers, wind gods, 
jaguars, flowers, monsters, etc. 766 in all! ow 
copyright free! 192pp. 6%x9%4. Paperbd. $1.85 


426. ANIMAL DRAWING, ANATOMY & ACTION 
FOR ARTISTS, C. Knight. oe instruction, 
expert tips by famous artist who did murals for 
Am. Museum of Nat. Hist., N. Y. How to give 
power and bulk to heavier animals, lithe grace 
to cat family, etc. Only inexpensive edition. 123 
illus. 149pp. 8%x 10%. Paperbd. $2.00 


276. PRINCIPLES OF ART HISTORY, H. Wolf- 
lin. One of greatest classics in all art history. 
Covers Botticelli, van, Cleve, Durer, Hobbema, 
Holbein, Hals, Rembrandt, Jitian, Breughel, 
Vermeer, etc. in standard explanation of “classic,” 
“baroque,” ‘‘neoclassic,’” etc. ‘Remarkable lesson 
in the art of seeing,” Sat Rev. of Lit. Tr. of 7th 
German ed. 150 illus. 254pp. 6%x9%. 

Paperbd. $2.00 


Dept. 345. Dover Publications, Inc,, 
Varick Street, New York 14, New York 
Please send me the following books (give Key 
numbers, price) : 


I am enclosing $ in full payment. 
Payment in full must accompany all orders 
except those from libraries, public institutions, 
who may be billed. Please add 10¢ for mail- 
ing and handling charges on orders less than 
$5.00 Please print. 


Name 
Address 


City Zone State oe 
UNCONDITIONAL GUARANTEE! If dis 
satisied with Dover books for any reason 
whatsoever, return them within 10 days for 
full refund 

















Faces and Fortunes is the new and startlingly§ 
different film that focuses its attention on the 
corporate face. Exciting animation techniques 

combine with live action and a dynamic use of ff 
color to illustrate how a well-planned corporate fl 
look can be important to the success of a busi- 
ness, any business. This 16-mm sound/color film 
was produced by Morton and Millie Goldsholl, 
delightfully narrated by Hans Conreid with a 
resounding original score by Dick Marx. Faces 
and Fortunes is a vital, vivid definition of the 
role of corporate identity in business today. 


A FRESH 
NEW 
DEFINITION 
OF THE 
CORPORATE 
LOOK 


For free loan of Faces and Fortunes, write Dept. 200, Kimberly-Clark Corporation, Neenah, Wisconsin 








A 


